











EAR after year—competition for profits 
gets keener—but year after year in spite 
of all competition Genuine Autographed 


_ Louisville Slugger Baseball Bats and Louisville 


Grand Slam Golf Clubs grow in popularity 
with the public. 

And that means profitable business for you 
—that repeats without asking. Place your 
orders now for Spring. Write for our 1940 
catalog and price list or ask your jobber 
salesman; he can suggest an assortment to 
suit your needs. 


LET THESE 
GREAT NAMES 
MAKE MONEY 

FOR YOU 
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Sell More Brushes 
By Selling Top Quality 








Tests Show More Brushes Sold, 





More Profits Made by Dealers with 
Wooster’s Quality, Fair Price Line 






















Put Wooster Brushes in your store, and you’ve gone 
a long way toward making 1940 your best year in 
paint brush sales—gone all the way in answering the 
demands of your customers. Watch how the sleek black 
Chinese bristle, the clean-cut lines, the nationally- 
known name catch their eyes. Notice how they are 
impressed by Wooster’s famous Foss-Setting that pre- 
vents bristle shedding. Take particular note when they 
look at the price tag. All this for no more than any 
other good brush! And the sale is clinched. Yes, to 
sell more brushes, to make more paint brush profits in 


1940—better call your Wooster distributor now! 


The ORIGINAL Angular 
Sash Tool! Wooster de- 
veloped this radically new 
brush with the angled edge. 
It cuts clean at the glass 
line, traces evenly and 
neatly around the fanciest 
trim, reduces tracing time 
by half. Available in a 
special deal counter assort- 
ment. Ask your distributor 
for details. 


FOSSSET 


THE WOOSTER BRUSH CO. 
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A ONE WAY 
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[ai..:.. for profits ? Then go the fast, sure 


way — via the Yale Line! 























Yale is an old profit friend that has been 
helping dealers to bigger and better sales for 
over seventy years. The public likes Yale too. 
They like the security and service it renders— 
the world-renowned quality that goes into 
every lock and piece of hardware trademarked 


Yale. CABINET LOCKS [J AUXILIARY LOCKS 
Get your ticket now. Padlocks—Door Closers 


— Auxiliary Locks — and Cabinet Locks... 
Yale makes them all. 


The Name Yale Helps Make the Sale. 


THE YALE & ea STAMFORD, CONN, U5. 
STAMFORD, CONN., U.S. A. 
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“78 EASY TO SELL 
WE GE FULLE 





INE 


... Says J. T. L. Dickinson, Jr. 
of Buena Vista, Virginia 


It’s Easy to Stay Young ELECTRICALLY— 








a most powerful selling story 


“During more than ten years ex- 

perience with the General Electric 
Full Line I have found it the most 
satisfactory and most profitable mer- 
chandise we sell. 
‘With General Electric’s tremendous 
resources of merchandising and pro- 
motional ideas, you can make sub- 
stantial sales twice as easy. 





“The present campaign theme, ‘IT’S 
EASY TO STAY YOUNG ELEC- 
TRICALLY’ is the most powerful 
selling story that I have ever seen. 
General Electric makes it EASY to 
sell the General Electric Full Line!” 


J. T. L. Dickinson, Jr. 









BIG DOINGS 





An All-Time High for 1940 


@ This coming year General Electric Full Line dealers will see G-E sales- 
making appliances backed by the most powerful advertising in all G-E 
history .. . advertising on every product in the line—individually, collec- 
tively—in every type of magazine that America is reading. 
In 1940 General Electric will make available to dealers a newspaper ad- 
vertising service that covers announcements, bargain offers, economy 
appeals, and the great appliance-rallying cry, “It’s Easy to Stay Young 
Electrically”; plus dramatic sales promotion material for window displays, 
interior displays and direct mail. 
If it was easy to sell the G-E Full Line in 1939—it will be infinitely easier 
in 1940. All of General Electric’s vast resources will make it so. Better see 
your distributor's salesman right now, for the whole story. 





Here’s how General Electric 

delivers more customers’ to 

dealers than any other elec- 
trical manufacturer ~"‘' 
General Electric has the 
widest and most complete 
line of electrical products 
for the home. 
General Electric has the 
biggest advertising appro- 
priation in the electrical 


industry ... 
ends more 


' America s 
money for G-E merchan- 
dise than for any other 
aa 








electrical brand. 
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I'D RATHER SELL 54 BUTTS 















Better For The Customer 
More Profitable For You 


It’s better for the customer if you urge him to build with 
“3 Butts To A Door’’. Doors will hang straight and true, 
close perfectly. -Latches and locks will keep:on clicking. 
And you'll find it pays to sell this protection — it means 
an extra sale of nine pairs of butts on the average house. 


Stanley advertising is paving y ay with architects 
anicy advertising 1s paving your way with architects STANLEY ADVERTISEMENTS 


and builders. Get the extra profits — decide now to sell like this are appearing in leading building and 

architectural magazines, demonstrating the added 
“ my ; a : value and low cost of **3 Butts To A Door’. 
3 Butts To A Door”! The Stanley Works, New Britain, Conn. Tie up yoor selling with this advercising! 


STAN 


Trade Mark 


HARDWARE FOR CAREFPRE E DOOR S 
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Popper’s working again! Payrolls are increasing! 
1940 will see thousands of new customers coming 
your way—a “big new family” with more money 
to spend for lots of things “too long denied”! High 
on the lists, of course, are stoves; modern oil ranges 
and smart gas ranges such as Florence offers. 

Aimed at the Oil Range prospects are three out- 
standing values in the big Florence line. Here is 
“eye-powered” beauty with smart lines, gleaming 
porcelain. Modern convenience with powerful wick- 
less kerosene burners—large porcelained insulated 


oven—handy utensil cabinets. All ranges are extra 


FOR GAS RANGES 


RIGHT—Model 7531CP. A 
handsome, up-to-the-minute 
gas range that’s hard to re- 
sist. Fully porcelained, fully 
equipped with all the 22 Cer- 
tified Performance features. 


LEFT— Model 4291. Big 
value for the small kitchen 
in a compact, dependable 
gas range. Fully insulated 
and fully porcelained. 










RIGHT—Model 5231. An 
attractive, substantial range 
with a generous, fully in- 
sulated oven. Gleaming 
porcelain enamel finish 
throughout, 








FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kanka- 
kee, IIL; Sales Offices: 1458 Merchandise 
Mart, Chicago; 45 E. 17th St., New 
York; 53 Alabama St., S.W., Atlanta; 
301 N. Market St., Dallas; and 2730 
16th St., San Francisco. 
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advertise and sell as advertised—at a profit. 

For Gas Range prospects there’s a strong Florence 
line that sells in any market—manufactured, natu- 
ral or bottled gas. It is headed by the striking, fully- 
equipped CP range shown here, and includes many 
numbers for sales speed-up. 

Florence is ready for the big new 1940 markets 
with models for every need and budget. And there’s 
extra help provided in national advertising, free 
window displays, literature and ad-mats that pull 


more business your way. 


[heres a BI 


























FOR OIL 


RANGES 


LEFT—Model TDCs5. Here’s a 5-burner model for 
moderns—ultra-smart, streamlined, superbly finished in 
porcelain enamel, with all working parts concealed. 


BELOW— Model TLDs. 
This big, good-looking 5- 
burner oil range appeals 
to the eye and the pocket- 
book. Unusual value for 
the money. 


BELOW—Model T3. A 
“natural” for small kitch- 
ens and modest budgets. 
Has 2 burners under 
cooking top, 1 giant 
burner under fully insu- 
lated oven. 
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SELL “PENNVERNON”... NOT JUST “WINDOW GLASS” | 


INDOWS make the house. And glass makes the windows. W hen windows 
are glazed with Pennvernon Window Glass, they are good windows. For 
Pennvernon is a quality glass. It is clear, bright of surface. For a sheet glass, it is 


remarkably reflective and free from distorting defects. It provides good vision. 


And it is protected during shipment by sheets of paper between each light. 










ENNVERNON WINDOW GLASS 
PITTSBURGH PLATE GLASS COMPANY 


“PITTSBURGH sland fot Lally Glass 
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HERE'S A TESTED SELLING SENTENCE 
THAT BRINGS IN EXTRA SALES! 





HOW ABOUT A THANKS FOR 
CARBORUNDUM SUGGESTING IT: 


BRAND SHARPENER wed 6 hl 
70 KEEP AN EDGE 


THAT WE HAVEN'T 
On : = rg W A SHARP KNIFE , 
’ IN THE HOUSE ! “HARI 


@ It’s amazing how a simple ‘selling sentence” like this actually works. The 
answer is that everybody who buys a knife needs a No. 66 Carborundum Brand 
Silicon Carbide Knife Sharpener. At 35¢, they can’t go wrong, and you make 
the easiest extra sale that ever walked in the door! The same goes for every 














wk at these 


; compare with t 
each one and usually all you have to do is to demonstrate and ask them to buy! rials ordinaril 


ase of heavy 
high quality 
rikoid. Trimme 
EL moldings. 

Top bar STEEL 
Attractive, eye-« 
@, 3-color card § 
@. Special clips 
Pecial holders fo 
Bhear-ISLE is ¢ 
@inary soap and 
% well for many 
Lose no time. . 


@at 3 


edged tool in your store. There’s a Carborundum Brand Sharpener to go with 


your job 


BHE P} 
THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. P SOl 


Sales Offices and Wesdhouses in New York. ee 0. Philadeiphia. Detroit. Cleveland, Boston, Pittsburgh. Cincinnati, Grand Rapids 
Carborunds is a registered trade-mark of The Carhe vim Company 
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HARDWARE 


SEEDS AND GARDEN TOOLs 


pk at these Specifications! 


Gompare with the usual short-lived 
#erials ordinarily offered. 

Base of heavy plywood, covered 
fh high quality WASHABLE blue 
brikoid. Trimmed with STAINLESS 
FEL moldings. 

Top bar STEEL heavily Nickel Plated. 
Attractive, eye-catching, sales-build- 
@, 3-color card sign fits in slot of top 
@. Special clips for Shears on base. 
Pecial holders for Shears on top bar. 
Shear-ISLE is easily washable with 
@inary soap and water . . . will serve 
% well for many profit making years. 
Lose no time . . . demand is already 
fat. 


You know, Mr. Retailer, that in all the welter 
of “special offers’’, display “‘“gadgets’’, so called 
“self-sellers’’ and ‘“‘dealer aids’’, only ONE in a 
THOUSAND ever really pays you PROFIT DIVIDENDS 
on your investment in time ‘and money. 


Why? Because only that one in a thousand (or 
more) has the hard-to-find, CORRECT underlying 
sales STRATEGY and value that makes it a 


‘SURE WINNER. 


Shear-ISLE is the “ONE in a THOUSAND” PLAN 
for selling Shears that you have been waiting 
for these many years. 


Designed by the builders of the now world- 
famous Taslisiand and the greatest tool 
merchandising Plan ever created, Shear-ISLE is 
fundamentally RIGHT. 


Do not confuse this Shear-ISLE with cheap 
“gadgets”. Here is a complete Shear Department 
for any store . .. built to match the quality of 
the finest fixtures, brilliantly colored, beautifully 
finished (see specifications at left). 


And the SHEAR PLAN that goes with it will 
unquestionably do for your Shear sales what 
Taal istand has done for tool sales. It will bring 
your community’s Shear Trade INTO your store 
and KEEP it there. 


a your jobber today about Shear-ISLE and the PLAN that makes it possible. 


FHE PECK, STOW & WILCOX COMPANY 


SOUTHINGTON - 


Since 1785 + + CONNECTICUT 
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LOPPING 
SHEARS. 
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: forcing 
Here's a suggestion from Myers at Ashland, Ohio, to A BRIE 
all dealers, plumbers and pump men who are looking for- fet. 
ward to greater sales and profits during 1940. sin 
mower 
The popularity of Myers Ejecto Pumps and Water Sys- air-cus 
tems and their quick acceptance on the part of buyers : dust-p 
north, south, east and west, coupled with their fine quality, oni 
exclusive improvements and excellence of performance, . 
are bringing more and more business every day to dealers hearin 
who sell and install them. needs 
use of 
That's why we say "Prosper Through 1940 with Myers 
Ejecto Pumps and Water Systems," the new Myers line Your je 
that places you in step with today's trend toward quality, and 


dependability and adequate capacity and opens your 
doors to more profitable business. 


Write us for catalog, or ask your Myers distributor for 
complete information. 


CON 


IN NATI¢ 
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MOST BEAUTIFUL! 


See 3 eee ee ee 








ONLY THE INDUSTRY’S LEADER for the past 50 years 
could bring you such a value... Ata lower price than 
anyone else could offer a mower like this ... With a 
longer dealer profit, to give you a really worthwhile 
margin to work on...All backed by extensive 
consumer advertising to build sales and profits for you. 











ERE’S a mower that outlasts and outperforms all others. 
H Stronger and more durable, yet light in weight. Built with 
the precision of a fine high-speed machine. And what a beauty 
it is! Streamlined styling gives it ultra-modern appearance to 
match its marvelous performance. 

Practically all parts, except the cutting knives, are zine alloy 
die castings—like those used extensively in automobiles and other 
fine machinery. This metal is much stronger than cast-iron— 
unbreakable, and forty percent lighter in weight. 

All gears run as smoothly and quietly as though they were 
machined—and they wear indefinitely. That’s because zinc alloy 
die castings are tough, wear-resisting and precision made, by 


forcing the molten metal into steel-die molds, under pressure. 


A BRIEF DESCRIPTION can’t begin to do justice to the ad- 
vanced design and engineering which have gone into this 
mower. There are so many features, including: Extra large 
air-cushion tires. Large, rubber-covered roller, mounted on 
dust-proof ball bearings. Tubular steel handle with big. 
comfortable rubber grips. Reel runs on heavy-duty ball 
bearings, with patented self-adjusting device that never 
needs attention. Pastel green enamel finish with generous 


use of chrome trim on handle, shrub guard and hub caps. 


Your jobber will give you full information but read about profit 
and merchandising opportunity below, before you turn page. 


esign Patent 
116,848; 117,693 


Covere< Mechanica! and [ 


6, R4€ 6,84 





ROLLS SO 
EASY A CHILD 
CAN PUSH IT 










CONSUMER ADVERTISING 


THIS SPRING 
IN NATIONAL MAGAZINES SUCH AS THESE 


SILENT! UNBREAKABLE! 






MERCHANDISING OPPORTUNITY 


ance for their old mowers and 
clear 50% or more on every deal. 
This plan gives the customer an 


PROFIT AND 


You buy it from your jobber at a 


price that gives you an extra long 


retail price, using a part of your 
extra margin for merchandising. 
For example, you might pay 


profit margin to work on—when 
you retail it at $24.95 for the 16” 
size. You can sell it for consid- 
erably less than that if you wish 


—and still make 50% on your 
cost. But we suggest the higher 
Order from your Jobber! If he doesn’t have it, write us and we will see that you are supplied. 

F&N LAWN MOWER CO., RICHMOND, INDIANA 


your clerks a bonus for selling 
this mower—and generate extra 
interest, sales and profits! Also 
—you can well afford to give cus- 
tomers a liberal trade-in allow- 


extra incentive to buy—gets sales 
action! Decide now to cash in 
on the demand which will be 
created by consumer advertising 
this Spring. Get a stock early! 





CASH /N ON TH/S 


Pittsburgh 
INNOVATION... 
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This year you can sell more Pittsburgh Farm, | AS Ue a8, ers" It hol 
Poultry and Lawn Fences, Flower Border, and > f-. ~ * nee ds well a 
close-mesh Welded Fence Fabrics, than ever be- a. er cw numbe 
fore, because each sale is backed by Pittsburgh's eS” ieee emer oo | 
new CERTIFICATE OF SPECIFIED QUALITY! hy : 3 ae ‘ | ; Re or det 
No need for your fence customers to buy “blind- f Sp a Bg} 
folded” any longer they can get Pittsburgh : beset: Wie fF CAI 
premium quality at no extra cost, warranted to ay sie a ra 
be as represented by this certificate that testifies as": HES sid 
that all Pittsburgh bright fences are better oat - he ea : cannot 


é Easily 
because: ol + 





@ Made of genuine copper-bearing steel of 
special analysis for fence purposes. 


@ Coated with the purest, ductile, non-cracking 4 N/ 
zinc available, for longest life. ; aaa’ ae: é 


@ Zinc perfectly bonded to steel by the hot- . og yee Every 


coating charcoal-wipe process. pa 


@ Heavy, uniform zinc coating averages mini- Kae HAN- 
fan papers 
mum of .8 oz. of zinc per sq. ft. of steel surface. / es. ki couldr 
mand 
The resulting fences are as brilliant in appear- . epnny 28 nen oe recom 
ance as they are brilliant in performance. Thus “ 
to Pittsburgh's completeness of line, and un- “ ; SO 
equalled quality and appearance is added this Se: 
modern selling tool, the CERTIFICATE OF - we - qvolty I 
SPECIFIED QUALITY! Ask for specimen copies ‘ AY Se And ¢ 
today with helpful selling tips in “Things to po | orth eee" HAN. 
Know About Certified Better Fence.” eT ghee by st: 
wn our ci 





a ees - f | ply jc 
PITTSBURGH STEEL COMPANY me ern | aan 


1621 GRANT BUILDING PITTSBURGH, PA. " cota * repeat 


Pittsburch Fencés — ; a 


HINCE JOINT ° WELDED JOINT ° LOCK JOINT 
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WHY NOT DOUBLE and TRIPLE 
YOUR HOSE SALES? 


Anticipating a record demand for the HAN-D 


HOSE REEL, jobbers are ordering large quantities. 
They realize the dealer’s great sales possibilities 
with this rapid selling, inexpensive 50 cent hose 
reel. Here’s a simple plan that will do the trick. 
With each sale of 50 or 100 feet of hose, offer the 
customer a HAN-D HOSE REEL “FREE,” or sim- 
ply add %¢ per foot to each 100 ft. length or 
1¢ per foot to each 50 ft. length sold. They’ll jump 
at your offer. 


THE HAN-D HOSE REEL 


It holds up to 100 feet of hose. Does the work as 
well as the highest priced reels. User can unwind any 
number of feet desired. No need to unroll it full 
length. Each coil of hose is self-supporting — has 
ample air space —dries quickly —does not mildew 
or deteriorate. 


CADMIUM PLATED TO LAST 


Being cadmium plated the HAN-D HOSE REE 
cannot rust—makes the hose last twice as lo 
Easily lifted off of house or garage. Prevents kink 
and tangled hose. Has Patented Lock Hasp and 
Handle—an exclusive feature. 


NATIONALLY ADVERTISED 
and PRICE MAINTAINED 


Every jobber and dealer is protected as the price 
50 cents is rigidly maintained under the Fair Trades 
Act and our rigid price maintenance policy. The 
HAN-D HOSE REEL is being advertised in trade 
papers, as well as Nationally. What jobber or dealer 
couldn’t sell HAN-D HOSE REELS with the de- 
mand being constantly created and every customer 
recommending them to others. 


SOME STORES HAVE SOLD 
HUNDREDS OF DOZENS 


And they’ve sold them in remarkably quick time. 
HAN-D HOSE REEL sales are further enhanced 
by striking display cards with each shipment and 
our co-operation with jobbers and dealers. We sup- 
ply jobbers with attractive two-color catalog pages. 
Already the HAN-D HOSE REEL is being imitated. 
Sell the Genuine and build good will and permanent 
repeats from satisfied customers. 










































'GUARANTEED: TO PLEASE 


OR MONEY REFUNDED 


Jobbers, dealers and customers are all 
protected by our “Money Back” offer. 
You'll like the profits that HAN-D 
HOSE REELS bring and our spirit of 
real co-operation at all times. Jobbers 
supplied direct — dealers through job- 
bers. Write for full information and 


|| trade-prices now. 


HARMONY PRODUCTS 


Western Sales Office: 
336 Sacramento St. 
San Francisco, Calif. 


Eastern Sales Office: 
3 Quincy St. 
Riverside, III. 
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@ The fine reception given the Mercury 
De Luxe models earns them a place 
in every well-rounded Spring stock. 
They are tops in “de luxe” and surpris- 
ingly moderate in price. We feel that 
they are the most beautiful bicycles 


in production. 


Their “eye appeal” 
has been tested on 
hundreds of sales 
floors in competition 
with virtually every 


other make and the 


For Well-Rounded Spring Stocks 






















results have been very gratifying to us 
and very profitable to the merchants. 


These fully equipped models are styled 
to sell themselves and priced to compete 
in the volume market. If you have not 
already included them in your Spring 


stock, by all means 





<I 


let us send you com- 


plete catalog and 





prices at once. 





THE MURRAY OHIO 
MFG. COMPANY 


CLEVELAND, OHIO 
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Unrolls flat — cuts evenly without waste. You 
notice the difference at once. But even more im- 
portant, these IMPROVED nettings make a hit 
with your trade. They’re better in several ways. 
Stiffer, more rigid. Easier to stretch up. Make a 
neat job and give long service. 


As long as you’re handling netting, make it the 
kind that gives the most satisfaction to yourself 
and your customers. 


Keystone nettings fill the bill. Made in 1 inch and 
2 inch mesh, 19 and 20 gauge wire, and heights 
from 12 to 72 inches. Galvanized before or after 
weaving, as ordered. Standard 150-ft. rolls. Write 
for prices and specifications. 


POULTRY NETTINGS 


STRAIGHT LINE 


(Left)—Woven so that all stretching strain comes on 
its straight line wire, as in regular farm fence. No top 
and bottom boards are needed, and fewer posts. There 
is no shrinkage in width when stretched. It makes a 
better fence with less time, labor and material. 


HEXAGON 


(Right)—A well-known and popular style, 
but made with the improved lock-twist 
that adds greatly to its stiffness. Mesh is 
uniform and firm. It will not curl or 
buckle easily, and is a pleasure to handle. 


KEYSTONE STEEL & WIRE CO. 
PEORIA, ILLINOIS 


Netting to Handle 
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WHATS THIS | HEAR 
ABOUT NEW H&R GUNS? 






































































Vol. | 
THEIR 1940 LINE 1S HO7/ 
FULL OF SALES PUNCH-- 
fae me AND PRICED FOR VOLUME } | 
; ‘ ue , 
: a” “STRONG ADVERTISING 700, 
CLIMB ABOARD WITH H&R-: © 
YOUR BEST BET FOR VOLUME — 
Things are happening at Harrington & 
NEW Richardson! The spark of new manage- , 
SUREKA SPORTEMAN ment ideas has sent improvements racing 
im Fire .22— . . 
pe fed a — like wildfire through every H&R activity, | 
- pe Tse in both shotgun and revolver lines. There’s 
— soy new styling in progress, and a series of sur- = 
$2 92 prises slated to start the season . . . new 
NEW promotion in the form of display material, 
folders, catalogs, and a comprehensive ad- 
TARGET REVOLVER 8 P é 
VALUES THAT WILL BRING vertising campaign to acquaint your old : wt 
THE GUN BUGS IN... and new customers with the remarkable 
Put in a stock of H&R dependable, low cost, fine oom vale ee SE er ee - one sv 
shooting revolvers, and target new, enlarged production facilities, to on 
NEW H&R fans will beat a path to your guarantee prompt delivery on receipt of & 
BAY STATE SINGLE — posses lye tees a your orders. Plan now to cash in on this = 
TT eter nities and keep inventory low. great new program . . . talk it over with [ 
PTTL iiia iuullee Get full details; write for new your jobber, and write us for full details. E 
oa for °- gag catalog today. Harrington & Richardson Arms Company, 4 
fs Worcester, Massachusetts. 5 O= 


$975 


RETAIL 


HARRINGTON & RICHARDSON 


MEE REVOLVERS AND SHOTGUNS | |. 
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“Trade Independent” :— 


A little more than a year ago 
the National Retail Grocers’ As- 
sociation started its “Trade Inde- 
pendent” campaign using the ap- 
propriate and thoroughly accurate 
slogan ‘‘Independence Made 
America — Trade Independent.” 
In 11 states the campaign has 
been vigorously pushed among 
independent grocers, easily the 
most affected group of all types 
of retailers facing chain compe- 
tition. The campaign includes 
printed matter to be widely dis- 
tributed among consumers and 
also buttons for the latter to wear. 
The buttons bear the slogan of 
the campaign. Thus far associa- 
tion efforts have been concentrated 
largely in smaller towns and cities 
with interested wholesalers de- 
fraying a share of the expenses. 
During the past two weeks, how- 
ever, this activity has been put 
into operation in New York City 
and other major congested areas 
where chain store competition is 
definitely at its worst. The but- 
ton idea has been eliminated and 
very little printed matter is being 
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distributed. Retail grocer groups 
are doing their own financing 
without help of wholesalers and 
are actually building their “Trade 
Independent” campaign along the 
lines of chain store tactics, of- 
fering specials and_ publicizing 
their ability to meet competitive 
conditions. This is a thoroughly 
virile campaign and, if kept un- 
der control in its propaganda, 
should prove a useful tool to help 
keep independent retailers in the 
competitive picture. Last July, at 
the Cincinnati Congress of the 
N.R.H.A. it was voted by that 
body to line up with the “Trade 
Independent” campaign. Obvi- 
ously, the future of independent 
hardware merchants is closely 
tied to the future of all indepen- 
dent retailers and the more often 
hardware men line up with other 
dealers for the common benefit, 
the better will be the results for 
all independent retailers. 


‘Freedom of 


Opportunity” :— 


In the same mail with the 
“Trade Independent” literature 





which prompted the above com- 
ment, I received a formidable sup- 
ply of promotion matter from the 
“Freedom of Opportunity Foun- 
dation” which says of itself “Or- 
ganized to Coordinate the Activi- 
ties of Independent Trade Asso- 
ciations in Behalf of Independent 
Business.” The official hardware 
trade associations may or may 
not accept this offer, but I am 
impressed with a statement by this 
organization entitled “The Chains 
and National Brands.” It does 
not happen to be a discussion of 
merchandise sold through hard- 
ware channels, but the principles 
involved are similar, and the ar- 
guments offered are most appro- 
priate. I know nothing about the 
coffee business, but am impressed 
with the situation as outlined, and 
in the following paragraph is 
quoted in full what is said on 
this subject. 


“Chains and National 


Brands” :-— 


From a “Freedom of Opportu- 
nity Foundation” bulletin, dated 
January, 1940, and further iden- 
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tified as “Vol. 1-No. 2” is taken 
the following: 

“Manufacturers of nationally 
advertised brands, who with few 
exceptions have been anxious to 
hold the small part of their busi- 
ness they get from the interstate 
chains that they have let them- 
selves be used as catspaws for big 
distributors seeking to avoid chain 
store taxes, now have evidence 
that should make clear what chain 
domination will do to national 
brands. 

“Having already made ‘Eight 
O'Clock Coffee’ a bigger seller 
than the three principal brands 
of nationally advertised coffee 
combined, the Great Atlantic & 
Pacific Tea Company, about a 
year and a half ago, launched the 
‘Ann Page’ brand of packaged, 
canned and bottled grocery items, 
which it is now advertising in 
magazines of national circulation. 
‘Because A & P both makes and 
sells these foods—and thus elimi- 
nates many usual in-between ex- 
penses—savings are made to be 
shared with you,’ runs the copy. 

“The interstate chains—nursed 
and protected by manufacturers 
of national brands—have grown 
up, and have become so strong 
that they no longer need manufac- 
turers’ support. They themselve; 
have become manufacturers, and 
are using national mediums to cre- 
ate a consumer-preference for 
their own national brands over 
the national brands of those who 
have befriended and _ protected 
them. They have become com- 
petitors of the latter; and do not 
hesitate, in their copy, to make 
comparisons unfavorable to other 
brands—an advertising procedure 
which heretofore has not been 
considered entirely ethical. Thus 
are chickens coming home to 
roost! 

“The latest invasion of the na- 
tional-brands field was the recent 
launching of the ‘Dexo’ brand of 
shortening, to be sold at retail at 
three pounds for 39 cents. Have 
the manufacturers of national 
brands of shortening considered 
what that will do to their busi- 
ness ? 

“Incidentally, has the Southern 
farmer, too often a patron of 
chain grocery stores, considered 
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how 13-cent shortening will affect 
the price of cotton-seed oil, and 
therefore the price of cotton? Has 
the Northern farmer considered 
what he will get for hogs, when 
lard has to compete with 13-cent 
*‘Dexo’?” 


In Hardware Language :— 


Read the previous paragraphs 
over again, but when you do so 
ignore the coffee brand name and 
substitute one of several well- 
known hardware or tool lines or 
of well-known housewares lines. 
Speculate on the volume involved. 
You and I know that some lead- 
ing producers in our field have 
courted mail order and chain 
store business, both on private 
and their own factory brands to 
the detriment of independent 
wholesalers and retailers. The bet- 
ter ones did so without any pre- 
tense of “not selling the chains” 
and I do not question that their 
prices were “in line.” But I do 
question their sales judgment in 
many notable instances. Chain 
stores and mail order houses only 
want nationally known and ac- 
cepted brands as “loss leaders” to 
shoot at. They feature a few 
well-known items at cut prices to 
convey the impression that all 
their prices are lower than aver- 
age, but their sales effort by ex- 
ecutive direction is on their own 
private brands, where arrested 
finishes or other economies _per- 
mit longer margins. They are 
not in business for anything but 
profit despite their’ “we love the 
public” propaganda. And _ so 
what happens? Independent 
wholesalers put extra pressure 
on their private brands to en- 
able their dealer-customers to 
meet competition. They, like the 
chain stores and mail order 
houses, control the brands they 
are pushing. One year one manu- 
facturer makes the goods under 
these private brands and the next 
year someone else has the con- 
tract. A third year comes along 
and maybe another firm has it. 
And a group of otherwise smart 
manufacturers find that they are 
renting, at an extremely low price, 
their production facilities and ex- 
perience in order that their keen- 





est competitors may have ready- 
made, built-up acceptance for 
their products sold, of course, un- 
der the same private brand when 
it suits the owner thereof to make 
a change. And so on ad infinitum. 


Why Is This So?— 


Just why manufacturers permit 
this situation to continue has 
never been clear to me. Forget- 
ting any and all obligations to 
their distributors, for the moment, 
I raise the question “What about 
their own selfish interests?” If 
they tolerate and encourage the 
further distribution of private 
brand goods, whether mail order, 
chain store or jobber-controlled, 
just where will it lead them? Can 
nationally known and _ accepted 
hardware manufacturers exist on 
their private brand business? I 
don’t think so—certainly not with 
their present executive, sales and 
other personnel expenses. I be- 
lieve that all private brand busi- 
ness is always vulnerable to a 
better price, if only by the frac- 
tion of a cent. That is the nature 
of this kind of business though 
admittedly the current volume on 
such business always looks very 
attractive to the sales manager. 


And Finally :— 


The further development of too 
much private brand business, no 
matter where it originates, tends 
to place the sales of all goods on 
a strictly price basis. This in- 
vites competition from foreign 
countries where wages and living 
standards are much lower than 
our own. It also leads to big dis- 
tributors acquiring control of ex- 
isting production facilities or to 
the establishment of their own 
manufacturing units. Either way, 
American manufacturers of well 
known and accepted goods face a 
loss which is largely of their own 
making. The retail hardware bus- 
iness of this country, collectively, 
is still in an enviable position with 
its low mortality rating and its 
excellent collective credit status. 
The successful jobbing houses and 
retail hardware stores are those 
whose standards of quality mer- 
chandise have been maintained— 

(Continued on page 28) 
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If ‘“‘Oomph’”’ transforms plain Bess into a 
he Glamour Girl! “Oomph” means extra sales 
te punch that turns shelf goods into quick, profit- 
we able sales. 

d, To increase your sale of ILCO padlocks, night 
r latches, dead latches, door closers, keys, etc., we 
= have packed a lot of “oomph” into a line-up of 
I swell displays: counter and window cards and 


decalcomanias—all free to ILCO dealers. These, 
together with the mounted samples, will enable 
you to put these numbers out where they will do 
a selling job for you—speed turnover and build 
better business. 

Let ILCO put “oomph” in your 1940 hardware 
sales. Write now for the ILCO Catalog and in- 
formation how to obtain these and 
other displays. - 









ILCO KEY 
BLANKS 
See us first. We 
ans mest Te IeETHLL maintain an ex- 
tremely large as- 
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sortment at all 
times, and can 
fill orders from 
stock. 
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sales which otherwise might be 
lost. 


modernized store and a more ag- 





ally low additional costs. 
A modern store is a more pleas. 


their lives in the store. If it is 
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well arranged and equipped, if it 
is bright and clean, if customers 
are better pleased, if stocks are 
adequate and conveniently located 

in short, if surroundings are 
pleasant—greater satisfaction and 
organization loyalty are the natu- 
ral results. 

Deciding how much to spend in 
modernizing the store is -probably 
one of the most difficult tasks for 
the average dealer. Studies of 
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Courtesy W. C. Heller & Co. 


Illustration of suggested mer- 

chandise arrangement for fix- 

tures and general design of 

fixtures should be a part of 
every store plan. 
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financial statements of profitable, 
efficiently hardware 
stores indicate that investments in 
furniture and fixtures are approxi- 
mately 10 per cent of the current 
assets of the business. This 
amount can be easily determined. 
In the sample financial statement 
on page 26 current assets are $16,- 
800. Ten per cent of this total is 
$1,680, and represents the ap- 
proximate amount this business 
should invest in furniture and fix- 
tures for a modernization pro- 


operated, 


gram. 

Some firms have probably spent 
more than the 10 per cent for 
modernizing their stores and many 
others have spent considerably 
less. However, the financial con- 
dition of the business must be con- 
sidered in making any investment 
of this type. A profitable business 
with adequate surplus accumula- 
tions could make a greater than 
average investment, while the busi- 
ness operating at a loss might find 
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it difficult to secure funds for such 
use without reducing working cap- 
ital of the business to a danger 
point. Quite often it is the busi- 
ness faced with losses that at- 


tempts a large scale modernization 
program in the hope that it will 
turn the tide, but this is not always 
an efficient procedure. 

Making changes in the store on 
an installment basis——so much 
each year—has some advantages 
and permits spreading the cost 
over two or three years without 
noticeably reducing working capi- 
tal. This plan makes customers 
feel that the business is progressive 
while the resulting inconvenience 
can be reduced to a minimum by 
executing the changes during dull 
periods. Regular employees of the 
store can do much of the work 
thus reducing the actual cash out- 
lay to a minimum. 

The merchant should consider 
carefully the purchase of fixtures 
on a time payment program ex- 
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FIG. I 
Financial Statement 
Assets Liabilities 

Current Assets Current Liabilities 

Cash Hand & Bank $1,680 Accts. Payable $2,500 

Accts. Receivable 6,720* 

Mdce. Inventory 8,400 

Total Currents Assets $16,800 
Fixed Assets 

Furniture & Fixtures $1,680 

Delivery Equipt. 600 Capital 

Total Fixed Assets $2,280 Common Stock 15,000 
Deferred Charges $20 Surplus 1,600 

Tetal Assets $19,100 Total Liabilities $19,100 


*Reserves for losses on bad debts 


deducted. 





tending over several months. It 
must be remembered that the 
monthly payments, of say $100 
per month, are capital invest- 
ments. Unless the business has 
this money in the bank, is making 
profits of at least this amount each 
month, or can liquidate other 
assets such as accounts receivable 
or inventory at this rate, working 
capital will be reduced. Discounts 
will also be missed and creditors 
held up, all of which will strain 
the credit of the business which 
may have been built up over many 
years. In any case, the payments 
should be scheduled so that large 
amounts fall due during the 
months in which profits are best 
and no payments should be sched- 
uled until at least April or May of 
the year. Most hardware busi- 
nesses operate at a loss during the 
first few months of each year. 

Careful financial plans can be 
completely nullified unless com- 
plete working plans are prepared. 
All too often, dealers will spend 
money improving certain depart- 
ments or sections of the store only 
to find out later, after a working 
store plan is prepared, that the 
previous work must be torn out, 
moved or revamped completely. It 
is much better to delay changes of 
this type and conserve this capital 
until a plan of the entire store is 
available, even if the changes are 
to be made piecemeal. 

The working plan should con- 
sist of a blueprint showing the 


general floor layout, location of 
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all fixtures, location of depart- 
ments and special details or eleva- 
tions of unusual features. In addi- 
tion to this, a complete set of mer- 
chandise and display specifications 
consisting of details on the type of 
merchandise and arrangement of 
this in each fixture should be in- 
cluded. This should cover all ma- 
jor departments and most of the 
well-known lines in those depart- 


ments. A merchant can then deter- 
‘mine where each item of merchan- 
dise is to be shown before any 
changes are made and it makes for 
orderly and quick arrangement of 
merchandise in new fixtures. 
Finally, fixture sheets for each 
unit specified on the plan should 
be a part of the working plan, with 
each fixture keyed on blueprint, 
and specifications for quick iden- 
tification. Where possible, pic- 
tures of suggested merchandise ar- 
rangements should be included. 


Expert Aid 


Unless the merchant has con- 
siderable time and patience and 
some special talents for such work. 
he should secure expert assistance 
in the preparation of a working 
plan for a modernization program 
in the store. Dealers can do this 
job and where they do undertake 
it they are apt to go into more de- 
tail because of being more familiar 
with the stock and store. 

Further suggestions for hard- 
ware store modernization will be 
presented in the next part of this 
series, to be published in the Feb. 
22, 1940, issue of HARDWARE AGE. 





Watching Your Step in the Hardware Store 


J. ALLS result in 6 per cent of the accidents encountered in retail hard- 
ware stores. Strains, sprains, dislocations, broken bones and internal 
injuries often occur as the result of falls or being struck by falling objects. 


Cluttered-up stairways, such as 
this one, should not be tolerated 
for they frequently occasion seri- 
ous falls. Stairs, aisles and pas- 
sages should always be clear. 





Cases and shelves make poor sub- 
stitutes for ladders and result in 
bad accidents, broken shelves and 
damaged merchandise. Always use 
stools or ladders in the store. 
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They are well traveled and 


easy to follow but dealers 


who work, who have ideas and 


enthusiasm can avoid them 


HE most pitiful trav- 
elers on the roads to oblivion 
are those who hang on year after 
year, meeting fewer and fewer of 
their obligations as they proceed 
down one of the seven roads to the 
end of their business lives. They 
are pathetic because they could, 
in the majority of cases, have 
saved themselves if they had only 
recognized the roads on which 
they traveled. 

“Overstocks” is one road to ob- 
livion with many primrose paths 
leading into it which promise so 
much and fulfill so little. Mer- 
chants who buy grosses when nor- 
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mal sales are six a month for the 


sake of an extra 5 or 10 per cent; 
who buy assortments without re- 
gard to the slow moving items; 
who purchase full packages in- 
stead of small units in order to be 
a factory buyer are traveling 
rapidly along this road to oblivion. 
The descent is swift and the road 
back is long and difficult. 


Avoid This Road! 


Merchants usually are lured 
onto the road of “Bad Debts” by 
the will-o-wisp of greater volume 
and profits. They hope the ma- 





jority of bad accounts can be col- 
lected but that hope is a delusion. 
The only way to collect a bad debt 
is not to allow it to be made. Bad 
debts are unavoidable where credit 
is given and many merchants real- 
izing this are adopting the policy 
of selling only for cash. It is not 
easy to change but it is a life saver 
in many cases. 

“Volume”—emblazoned in glar- 
ing lights is another road to ob- 
livion since the merchant often 
mistakes the road for the goal and 
does not see the small words 
“without profit.” Merchants who 
do not make a profit on goods sold 
lose sight of their objectives and 
are headed for trouble. This does 
not mean competition is to be 
ignored and fixed mark-ups ap- 
plied to all lines. On the contrary, 
the dealer gages his mark-ups by 
lines meeting competition on some 
items where necessary but secur- 
ing a satisfactory margin for the 
business as a whole. 

The “Promiscuous Buying”’ 
road to oblivion is traveled more 
frequently by small merchants 
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than by large ones. Large dealers 
know the advantages of price and 
datings that are available where 
purchases are concentrated. Limit- 
ed capital forces small dealers to 
do promiscuous buying. Such 
merhants would be much better off 
if they gave one jobber their en- 
tire volume in exchange for ex- 
tensions in credit that would per- 
mit better stocks and _ reduce 
mental worry. 

The merchants traveling on the 
road of “Inflated Ego” feel they 
have outgrown the jobber. Little 
do they appreciate the ability of 
the jobber to sell goods at prices 
practically the same as the man- 
ufacturer; nor his efforts to as- 
sist the dealer sell more goods and 
become a more important factor 
in distribution. Jobbers are con- 
stantly looking for new lines 
which dealers can sell profitably. 
The representative of the jobber 
serves as a source of new mer- 
chandising ideas and information 
on changes that are occurring con- 
stantly. The dealer with an in- 
flated ego forfeits all of this for 
a mere 5 or 10 per cent discount 
which does not compensate for 


this loss in service. 


Too Much Overhead 


Merchants anxious to please 
customers often find themselves on 
the “Overloaded Overhead” road 
to oblivion. It is disturbing for 
dealers to see customers waiting 
and leaving the store during rush 
periods. However, it is impossi- 
ble for most merchants to render 
ideal service during rush periods 
and still carry this overhead dur- 
ing the normal and dull spots in 
the day. Manufacturers and whole- 
salers realizing this situation de- 
velop self-service displays and as- 
sist dealers in making stores more 
interesting so that customers will 
be occupied during brief waits in 
their stores. 


Indifference 


The “Indifference” road to ob- 
livion is traveled by the greatest 
number. None of the roads are 
so cleverly camouflaged or so dia- 
bolically 
Merchants who fail to advertise 


smooth as this one. 


their businesses and themselves 
are traveling this road. If they 
ignore information on new prod- 
ucts from suppliers, complaints by 
customers, and new methods of 
display and selling they are block- 
ing the channel of distribution. 
Growth and success are not for 
those who travel this highway. 
In order to achieve success in 


the retail hardware business mer- 
chants must have enthusiasm. 
Dealers who are not enthusiastic 
about the business; who are not 
willing to work till the job is fin- 
ished; who are not trying all the 
time to sell more merchandise; 
who are not alert for new selling 
ideas are lacking in the qualities 
of success. 


Just Among Ourselves 


(Continued from page 22) 


the stores whose brands are 
backed up by producers who are 
in business for all time and there- 
fore place their own names on the 
goods they make, promote and 
thus control. Any serious devia- 
tion from such a policy weakens 
the structure of the whole and in- 
vites a train of evils. You can’t 
talk quality goods, high standards 
of workmanship and materials in 
one breath and then follow a dif- 
ferent procedure an hour later 
and continue the hardware busi- 


ness as Is. 


Belknap:— 


This year marks the one hun- 
dredth anniversary of the great 
wholesale hardware distributing 
organization in Louisville, Ky., 
known as Belknap Hardware & 
Mfg. Co. Elsewhere, in this issue, 
appears a brief outline of this 
company’s history. Very few 
wholesale firms, in any line, ever 
reach the century mark. Those 
who do merit a special recogni- 
tion. Only a handful of hardware 
jobbers have passed their one hun- 
dredth birthdays and I believe that 
there are relatively more of such 
examples in hardware than in any 
other wholesale distributing field. 
This is one more encouraging bit 
of evidence testifying to the sta- 
bility of our industry and a fur- 
ther indication of the basic useful 
services which the hardware busi- 
ness provides for the consuming 
public. Otherwise there would 


not be any one hundredth anni- 
versaries to celebrate. It is prob- 
ably true that in this country, 





normally, anyone can enter into 
business. But it is equally as true 
that only the strong survive and 
when 100 years have passed and 
a business not only survives but 
actually grows and increases its 
potency in its chosen field gen- 
uine progress has been recorded. 
Belknap serves a vast area with 
a wide assortment of merchandise 
and has served it well these 100 
years. If not the largest in sales 
volume among American hard- 
ware wholesalers, this firm cer- 
tainly is in the top bracket and a 
real contender for first place 
honors. A salute to Belknap, and 
may the second 100 years be even 
bigger and better if that is pos- 


sible. 





Dietz Lanterns: 


Also celebrating its one hun- 
dredth anniversary in 1940 is the 
well-known manufacturers of lan- 
terns, R. E. Dietz Co., New York 
City. The control of this business 
has never left the Dietz family. 
Today, as told in a brief historical 
sketch published in our January 
11 issue, this firm is under the 
management of the grandchildren 
of the founder—an assurance that 
not only the patents and manufac- 
turing experiences but also the in- 
tegrity of the business—its most 
valuable asset—continues and is 
necessarily a component part of 
every Dietz lantern. A salute then 
also to R. E. Dietz Co. and may 
it enjoy during its second 100 
years an even bigger and better 
record of achievement if that is 
possible. 
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These ideas have been used successfully 
and are worth trying in your own store 
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shows a side view of the units. 


able spotlights are used on some, sections 
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This display serves the two- 
fold purpose of showing paint 
in a compact and colorful de- 
partment and conceals the 
office of the store as well as 
a surplus stock room. The 
office, inside the “house,” is 
behind one of the “windows.” 
The niche in the center, over 
the doorway, is used for show- 
ing manufacturers’ display 
material, bicycles, etc. Con- 
cealed lighting brightens up 
the niche. The “house” was 
constructed from wallboard 
and topped off with real roof- 
ing. Gilbert J. Miller Hard- 
ware Co., Mt. Oliver, Pa, 
dressed up the back of its 
store with this idea 





These auxiliary display units permit Grant-Bliss Hardware Co., Charleroi, Pa., to display a 
more varied stock than would be possible by any other method in such limited space 
(The store is but 22 ft. wide. ) Made of pine and wall board, each section of these units is 
attached to the adjoining unit by means of wire hooks 
and have a number of extensions 5 ft. long branching off from the main units. The diagram 
In back of these displays are shelves for storing surplus 
Colored shelf edging and crepe paper give color to these white units. Port- 
The Grant-Bliss store uses 40 ft. of these units 
and has passageways at several points to permit easy access to the surplus stock 


The units are 6 ft. high, 1 ft. wide 


















HEN the Wakeford 
Hardware & Paint Co., Chicago, 
lll., moved into its new building, 
on the same block on which its 
former premises had been located, 
a greatly increased sales volume 
was enjoyed by all of its depart- 
ments. Particularly outstanding, 
in the several months the store has 
been located at 7419-23 Cottage 
Grove Ave., has been the gain of 
about 45 per cent in the sales of 
the housewares department located 
in the basement of the new store. 
Attractively displayed quality and 
competitively priced lines, good 
lighting, wide aisles, built-up dis- 
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Sales of Housewares 


General view of the housewares basement showing its wide aisles, 
built-up displays and well placed merchandise. In the background 
may be seen the shelving for bulky items such as clothes baskets, 
wash boilers, etc. Shelving on pillars holds many giftwares items. 


plays and the fact that the base- 
ment’s sales are handled by two 
women help attract the ladies to 
this department. 

In its old headquarters the 
store’s housewares section was 
located in an adjoining building— 
then known as Wakeford’s Annex. 
The new housewares department, 
with its new equipment, in the 
basement of the store, is connected 
with the main floor by staircases 
in the front and rear of the build- 
ing thus encouraging customers to 
visit all parts of both floors. For 
the past six years the housewares 
department of the Wakeford store 





has been in charge of Mrs. Carrie 
Tretchler, a former Chicago de- 
partment store housewares buyer. 
As Ed. Olowecki, one of the 
owners says, “Women serve better 
for selling ‘knick-knacks’ than men 
just as a man is better for waiting 
on men in a haberdashery store.” 

The clean and attractive layout 
of the former Wakeford’s Annex 
interested women and they enjoyed 
shopping there. The new basement 
department is even more interest- 
ing to women and succeeds in 
attracting customers of the former 
housewares department as well as 
many new patrons. A_ greater 
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variety of merchandise is handled 
in the new department and there 
are better display facilities. The 
new lines include window shades, 
janitors’ supplies and galvanized 
ware. In former years only open 






Fe stock patterns of chinaware were 

: offered. Now the store has both 

open stock lines and a good selec- 
tion of 35 and 53-piece sets. 


Flat-topped. metal display 
tables, some of them with built up 
glass shelving units in the center, 
are placed to permit a free flow 
of traffic throughout the entire 
housewares section, which occu- 


By 


pies a space about 45 by 45 ft. 
As is the case on the other floors 


Right—Glass_ shelving enhances 
the appearance of the glassware 
display in the giftwares and 
utility items section. Station- 
ary wall units provide display 
and storage space for larger 
items and for cooking utensils 
of various sizes shown together 
for easy comparison by patrons. 
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Increased 45 Per Cent 
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(described in the Oct. 19, 1939 
issue of Harpware AGE) large 
cutout letters on the ledges iden- 
tify the different departments. 
Wall displays used for chromium 
plated ware, table appliances, 
glassware, etc., are equipped with 
glass shelving thus adding con- 
siderably to the gift shop atmos- 
phere. The display tables and wall 
shelving are of tan finish, with 
reddish-brown trim, giving the 
entire department an _ attractive 
appearance that particularly ap- 


Here’s a section that interests 
women shoppers. Built-up displays 
on glass shelving give it a de- 
cidedly attractive appearance. 
Chinaware is on tables along the 
wall where it is easily reached. 
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The original plan for the housewares section, as illustrated, 
called for display tables parallel to the front wall and others 
parallel to the sidewalls. When the section was opened all the 
tables were placed in the same lines parallel to the front wall. 


peals to women. Prices are plainly 
marked on most items and related 
lines are grouped together for 
effective display. 

Surplus stock on many of the 
items displayed on the wall fix- 
tures is kept in a stock room con- 
cealed by a false wall backing up 
some of the wall displays. Surplus 
stock for merchandise, displayed 
on the tables, in many instances 
is kept right under the table tops. 
Wall shelving is adjustable as to 
height with the exception of wall 
units used for bulkier items. 

Women like attractive displays 
with colorful merchandise, but 
they also want that merchandise 
to be spotlessly clean. Therefore 
Mrs. Tretchler and her associate 
in the housewares department are 
constantly washing, dusting and 
cleaning all merchandise that can 
be cleaned. They also keep the 


32 


display equipment free of dust at 
all times. This policy makes the 
well-lighted housewares depart- 


‘ 


ment ever attractive to women 
shoppers. 

Merchandise in the housewares 
department is frequently adver- 
tised, some lines from the sec- 
tion being featured practically 
every week in newspaper ads. 
Every fourth or fifth week partic- 
ular attention is devoted in these 
ads to seasonal housewares lines. 
For example, just before Thanks- 
giving the store advertised roast- 
ers, poultry shears, etc., which, 
though of year ‘round usefulness 
are particularly appropriate 
Thanksgiving merchandise. Part 
of the ad offering, “Values That 
Talk Turkey” went on to say, 
“We've been fattening up our 
stock for weeks to prepare for this 
gala feast of values. We’ve carved 
prices to the bone to make a holi- 
day of savings for you. It’s 
Thanksgiving, indeed, on every 
floor, in every department of this 
big store . . . which is famous for 
dependable bargains.” 

Several unusual promotion 
ideas, intended to pull in the traffic 
have been used since the opening 
of the new store. For two days, 
prior to Thanksgiving, the store 
attracted youngsters and _ their 
parents to the store by having a 
trained police dog, “Timmy” put on 
a performance, three times daily. 

The fixtures and layout of the 
new store were provided by Uni- 
versal Equipment Co., Chicago, 
Ill., and the building was con- 
structed according to specifications 
of Jack and Ed Olowecki, owners 


of the business. 


When Do You Take Your Cash Discount; 
From Date of Bill or Receipt of Goods? 


A Harpware AGE reader writes, 
“Most bills or statements take a 2 
per cent discount if they are paid 
within 10 days. Does this mean 10 
days from the date of bill or 10 days 
from the date of the receipt of the 
merchandise ?” 

An accountant supplies this 
answer: “Generally the term 2 per 
cent cash discount means 2 per cent 
from the date of the bill. The theory 
being that as soon as the seller de- 
livers merchandise to the carrier, it 
then becomes the property of the 
purchaser. The carrier is then an 
agent of the purchaser. 


“This situation can be changed 
by changing the terms with various 
vendors to read ‘2 per cent 10 days 
R.O.G.2 On page 1665 of the Ac- 
countants Handbook (old edition) 
R.O.G. is described as follows: 

“Receipt of Goods—The time 
consumed in transportation varies 
greatly between nearby and distant 
buyers, particularly in certain 
trades. In order to equalize their 
terms of payment sometimes the 
seller makes the time allowed for 
taking discount begin at the time the 
goods are received by the buyer’.” 
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The Douglas Hardware Co. 


Janesville, Wis., reduces 


errors by means of a 


Double Check 
on 


Cash Sales 


A PRACTICALLY 


foolproof control of all cash sales 
made on its first floor has been 
achieved by the Douglas Hard- 
ware Co., Janesville, Wis., accord- 
ing to Malcolm Douglas, manager, 
who has worked out a system to 
handle cash sales which, he says, 
results in very few errors. 

On all cash sales, the clerk mak- 
ing the sale is obliged to come to 
a cashier’s booth at the rear of the 
store call off in loud tones the 





DOUGLAS HARDWARE CO. 
CASH SALES TICKET 


Date Sold by 
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The Douglas cash ticket. 
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The original and 
duplicate orders 
used by the store. 


nature of the purchase, the amount 
and the amount of change he re- 
quires. At the same time that the 
cashier is entering the sale, the 
clerk must fill out a simple cash 
slip, write down the kind of article 
sold and the price, and also put 
his signature on the slip. In this 
way the firm, says Mr. Douglas, 
has an absolute check on all cash 
sales. This system also makes the 
clerks more careful in handling 
such sales as they realize that they 
are double checked. 

“Sometimes a customer will ac- 
company a clerk to the cashier’s 
booth,” states Mr. Douglas, “and 
when he hears the clerk call off 
the purchase and the price, it 
makes him feel that he is getting 
articles for the same price as any- 
one else. If the clerk does not 
bring the customer to the cashier’s 
booth, the operation still takes 
very little time, and the customer 
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doesn’t mind the short wait. In 
this way we have a fine check on 
our cash sales. It also helps us in 
making inventory, for we can ac- 
count for every piece of merchan- 
dise and by whom it was sold.” 

In addition, of course, the clerk 
makes out his regular sales ticket 
with one copy for the customer 
and two for the office. but on a 
sale which is entirely a charge ac- 
count, the trip to the cashier’s 
booth is not required. 

Mr. Douglas also states that this 
double check on cash sales has 
helped in tracing down errors on 
such purchases very quickly. He 
has not been able as yet to put 
the system into effect on the sec- 
ond floor of the store, as it would 
require an additional cashier there. 
However, he says, it is a fine plan 
for the first floor of any hardware 
store, where it will entail very lit- 
tle extra time and expense. 
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complete line of roofing in the 
early spring will bring to the cus- 
tomers’ attention a means of solv- 
ing their roofing problems, at a 
time when rough weather may be 
bringing out these defects. The 
suggested display on this page em- 
phasizes the variety of roofing 
carried and presents a number of 
related items connected with this 
line. Other related items could be 
substituted or added. 

Many manufacturers of roofing 
can furnish the hardware mer- 
chant with splendid display mate- 
rial carrying effective selling mes- 
sages, all of which will make the 
window display more effective. 

Since stock is not a problem in 
this line, attractive interior dis- 
plays can be developed. Roll roof- 
ing should be arranged on plat- 
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Attract attention to roofing items 
by featuring a mass display of 
roof paint on the floor or on a 
platform in a traffic spot. 
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ROOFING WINDOW 


Merchandise: Roil roofing, shingles, building paper, galvanized roofing 
of corrugated and channel seal types, eaves trough, round and square 
types, trough corners, corrugated conductor pipe, elbows, and cutoffs, etc., 
trough hangers, ridge roll, valley tin, hip shingle, wire pipe strainers, 
roofing nails, roof paint. 

Background: All panels ivory colored wall board or corrugated board. 
Roofing panels can be used in place of regular end panels. Cut out let- 
ters on center panel, bright green. 

Suggested Interior Displays: For platforms—Various types of roofing 
on platform, step-up display units, shingle sample boards. 


shown in one of the small win- 
dows in this section. Some em- 
phasis in the display should be 


forms equipped with step-up 
fixtures so that items at the rear 
will be higher than those at the 
front. Six rolls of each type of 
roofing or building paper ar- 
ranged with two rolls on a step 
and a show card listing type and 
price information at the rear will 
make a very attractive display. 
Several types of roll roofing can 
be shown on a 5-ft. platform on 
the end of a battery of tables. 
Gallon cans of roof paint should 
be shown on a small platform. 
Build the display up to a height 
of approximately 3 ft. and top 
with a show card containing the 
price. Select a popular priced barn lan- 
Lamps and lanterns of both the tern for this mass display. Use 


j glass at least six inches high to 
kerosene and gasoline types are protect and support the items. 
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In Your Promotion 




















LAMP AND LANTERN 
WINDOW 

Merchandise: Kerosene and gas- 
oline lamps in several designs, 
gasoline lanterns, shades, mantels, 
chimneys, wicks, generators. 

Background: Center panel ivory 
corrugated board or wall board. 
Large cut-out letters in red, small 
lettering in black. Side filler 
panels in red. 


placed on accessory items that are 
continually being replaced. Harp- 
waRE AGE interchangeable display 
fixtures are used in this window 
and, as a result, the time required 
to arrange the merchandise in 
the display is a matter of a few 
minutes. 

Several interior displays are 
suggested for the ends of tables 
showing lamps or lanterns. Lan- 
tern globes and mantels are items 
which are purchased several times 
a year and attractive displays will 
often make many additional sales. 
Step-up display fixtures and mass 
display bins making use of glass 
6 in. high will aid in the construc- 
tion of these displays. 

Household electric water sys- 
tems and pumps of various types 
are presented in another small 
window in this section. This is a 
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Hardware Age 
Original Window 
Display Ideas 


relatively short line and can be 
shown to advantage in a small 
window. It is also a line for which 
there is considerable demand in 
most rural sections. Repair parts 
and accessories should be included 
in the display. The entire window 





LANTERN 





Suggest an additional sale in pric- 

ing the show cards on items such 

as lantern globes when arranged in 
mass displays. 





Several types of mantels should be 
shown in this step-up fixture on 
the end of the table. Irregular ar- 
rangement encourages inspection. 
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PUMP AND WATER 
SYSTEM WINDOW 
Merchandise: Household water 
system, force pumps, pitcher pump, 
set length pump, cylinders, well 

points, pump leathers. 

Background: Center panel ivory 
corrugated board or wall board. 
Side filler panels in red. Large 
cut out letters in red, small letters 
in black. 


should be changed to fit the mer- 
chant’s individual community and 
its needs. 

One of the best interior displays 
and sales aids is the electric water 
system that can be demonstrated. 
Usually this is mounted on a base 
containing a water reservoir. The 
unit can be operated, so customers 
appreciate the construction fea- 
tures, and it is an excellent means 
of showing the purchaser how to 
operate the system once it is 
installed. 

Many of the accessory items can 
be incorporated on a display table 
showing pipe fittings by using the 
ends or mass display section. 
Pitcher pumps, well cylinders, 
pump leathers, etc., can be ar- 
ranged on these tables without 
disturbing the regular merchan- 
dise display in the slightest degree. 
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H. L. Gilliam, New York manager for The 
Wood Shovel & Tool Co., Piqua, Ohio, bet- 
ter known as “Flick,” is an enthusiastic 
movie camera fan. Here he is “shooting” 
pictures with his camera on board the 
sloop of his friend, John R. McGinley, II, a 
banker. “Flick” is the man on the left. At 
tournaments of the Eastern Hardware Golf 
Association, of which he is secretary, he 
not only “shoots” a good game of golf but 
gets on the job with his movie camera as 
well, so that both “duffers’’ and “champs” 
can see themselves as others see them. 

















Clifford Wells, West Los Angeles 
Hardware, Los Angeles, Cal., likes 
to invite his friends to a duck din- 
ner. Unlike the comedian who says, 
“Come to my house for a duck din- 
ner—you bring the ducks,” Mr. 
Wells bags wild ducks and then in- 
vites his friends to a feast. Taking 
a 12-gage shotgun, he often goes as 
far as 1000 miles from home on duck 
hunting trips. On one trip to a point, 
in Oregon, about 900 miles from his 
home, he bagged 54 mallards and 
canvasbacks. Following that trip his 
friends enjoyed a royal feast. 




























E. R. Starks, proprietor of Milton Hardware, Milton, Wis., is 
an enthusiastic gardener. Mr. Starks, who operates the only ‘ 
retail hardware store in his community, spends all of his 
spare time working on his garden. Some of the finest ever- 

greens in the town are growing in the yard of his home. He 
constructed a pool in which there are about 50 goldfish but ' 
the blue spruce trees on his grounds are the things that 
particularly please him. Here he is tending to his fine trees. 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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._ wife of a well- 


to-do friend told me the fol- 
lowing story. They had kept one 
regular chauffeur for 10 years. 
He had been hired as a chauf- 
feur and chauffeuring was all 
he would do. He didn’t mind sit- 
ting in the car and waiting for 
hours. He didn’t mind being out 
most of the night. But he could 
not be induced to hang window 
shades—that wasn’t his job. Then 
he developed into a great talker. 
He would talk to anybody any- 
where—the doorman, the _police- 
man, the boss of the street work- 
ers. His employer’s wife wondered 
what all the conversation was 
about but she never learned. He 
just drove the car and _ talked. 
Finally my friend decided to close 
the apartment and go abroad for 
several months. They let the 
chauffeur go. 

When they returned they bought 
a home in the country. Through a 
local hardware dealer a chauffeur 
was recommended. No “exclusive 
chauffeur” said my friend’s wife 
to herself. What she wanted was 
a “handy man” about the place 
who could drive the car when 
necessary. She braced herself for 
the interview. Would he do any- 
thing needed? Could he paint? 
Could he run an oil furnace? 
Could he fix gas ranges? Did he 
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Two True Stories 


About the man who wouldn’t say 


“yes” and the hardware salesman 


who invested his money wisely 


By SAUNDERS NORVELL 


know about plants and flowers? 
He could. 

Yes, he claimed he could do 
everything about a place, so he 
was hired and, strange to relate. he 
could do everything and do it 
wonderfully well. 

At the end of a month the lady 
told her husband the “handy man” 
was so efficient that he frightened 
her. No one could be so perfect. 
There must be a catch somewhere. 
“Just wait,” said friend husband. 
“He wasn’t on relief for nothing 
when we hired him. Give him 
time and the cloven hoof will be 
sure to show up.” 


Always an Argument 


At the end of six weeks the lady 
confided to her husband that the 
“handy man” would drive her into 
an insane asylum. “What’s the 
trouble,” asked the husband; “isn’t 
he a good all ‘round ‘handy 
man’?” She admitted he was but 
here was his weakness. He never 
took instructions without an argu- 
ment. If she wanted the back 
porch painted he wanted to paint 
a kitchen table. If she wanted 


him to drive to town in the morn- 
ing he said it would be better to 
go in the afternoon. If she wanted 
one color he wanted another. He 
worked like a slave. 


He seemed 









to be an expert in every line of 
work but he would not and could 
not take orders of the simplest kind 
without an argument. 

So the husband took an oppor- 
tunity to quietly talk with him. 
This husband was the head of a 
great business. He handled hun- 
dreds of men. He would fix things 
all right—women just did not 
understand management. 

He started out by compliment- 
ing the “handy man” on his good 
work. He realized he was a man 
of intelligence, but he wished to 
give him a friendly tip. His wife 
was very high strung, she was 
nervous, just why couldn’t he ac- 
cept her orders without starting an 
argument? 

The “handy man” listened re- 
spectfully and then he informed 
the husband he was no “yes man.” 
He would quit his job and go back 
on relief before he would follow 
orders he knew to be wrong. He 
took an interest in his work. He 


37 











knew just how things should be 
done and no one could stop him 
from speaking his mind. “Just try 
it out,” pleaded the husband. “We 
pay you a good salary. Can't you 
just try not to argue with Mrs. X? 
We would be very sorry to have 
you quit.” The “handy man” 
mumbled to himself. 

It was no use. In a few days 
Mrs. X was in tears. She could 
not sleep. She was so nervous. 
So the “handy man” quit the job. 
The new chauffeur slept in the car. 
He could drive the car but he 
wasn’t any good about the place. 


But how he could “yes” his mis- 
tress! So sadly the husband went 
to see the hardware dealer who 
recommended our hero. Yes he 
was again on relief. His wife 
and children were hungry. He 
was one of the best all ‘round 
workmen he knew but he lost every 
job because he just couldn’t take 
instructions without an argument. 
It wasn’t just now and then, it 
was all the time. If he had just 
sense enough to be a “yes man” 
he could have held any one of 
several jobs at a good salary. 
True stories from everyday life. 
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THe “SELF-PROPELLED’ FAN- 


AS YOUR JAW WORKS UP 
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POWER TO MOVE THE 
FAN BACK ANDO FORTH — 


(MOICATED 8Y MEANS OF AN ATTACHED NEEDLE THE DAY 
OF THE WEEK AS WELL AS THE TIME OF DAY. 












A CLOCK POPULAR A CENTURY AGO LOOKED LIKE THIS. 
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Here’s another. Recently a sales- 
man in the hardware line selling 
wholesalers dropped in to see me. 
I hadn’t seen him for years. He 
is now about 50. He looked fine 
and was full of “pep” and the joy 
of living. 


He Made Money 


He was soon telling me all 
about himself. He had no quarrel 
with the world. No, the depres- 
sion hadn’t hit him very hard. He 
hadn’t lost on his investments but 
had gained! He now had an an- 
nuity that would pay him $100 
per month for life. He had never 
earned over $5000 per annum in 
his life. No, he had never smoked, 
or drank. Just stuck to his good 
wife and “sawed wood.” They had 
no children. 

“But surely,” I said, “some of 
your investments must have gone 
sour.” 

“Not one,” he answered. 

“Well, you are a wonder. Give 
me the secret of your system.” 

“That’s easy,” he smilingly re- 
plied. “Twenty-five years ago I 
started investing my savings in 
the stock of wholesale hardware 
businesses! I mean my own cus- 
tomers—people I sold. Of course, 
I studied the management of each 
business. I bought when the man- 
agers of the business owned the 
business! 1 figured if they took 
care of themselves they would take 
care of me. 


How He Did It 


“T never invested a cent in any 
concern with its stock listed on 
Wall Street. I figured when they 
went to Wall Street they were 
trying to make money on their 
stock and not in the business. I 
figured if they were doing well in 
their own businesses they would 
not share their profits with a world 
of strangers.” 

I am just giving you his own 
words. This salesman does not 
claim to be a smart financier. This 
was just his system. Hardware 
stores he knew, selected ones, were 
good enough for his money. 

He said he often had to beg for 
some of the stock, just as a favor, 
and also that now and then he 
picked up stock from some em- 
ployee selling out. 
(Continued on page 88) 
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A 14-FT. model kitch- 


en produced sales of $1,500 in 
major appliances in the space of 
three months for Hazelwood Hard- 
ware Co., Pittsburgh, Pa. It is 
located to the left of the entrance 
at the very front of the store and 
every customer entering the es- 
tablishment is attracted to its 
display of major appliances. Lee 
Kelso, owner, estimates that the 
model kitchen will produce sales 
of between $5,000 and $6,000 the 
first year and should show a 
steady increase from that point on. 

All sales are made in the store 
by inside employees. No out- 
side salesmen are employed and 
no commissions are paid on this 
additional business. Practically 
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$1,500 in Three Months 


was the major appliance sales 
record of the Hazelwood Hard- 
ware Co., Pittsburgh, Pa., and a 
new, 14-ft. model kitchen did it 


every prospect for major appli- 


ances is secured in the store. 


Usually the customers are mak- 
ing other purchases and are at- 
tracted to the model kitchen dis- 
play. A few inquiries by the 
salesperson will determine if the 
customer is a prospect. Proper 
credit investigations can be made 
before following up the prospect 
with direct mail and calls. 
“Practically all sales are fi- 
nanced,” states Mr. Kelso. “How- 
ever, terms vary with every sale. 
We know our customers quite well 
and have some information as to 
their ability to pay. We try to 
make sales to those with the best 
credit records and often charge 
appliance items on open account. 


This kitchen cost 
$15.00 to build. 
Inventory of mer- 
chandise totalled 
about $445.00 in- 
cluding cabinets. 


Where conditional sales contracts 
are used, we carry this paper and 
follow up on the collections.” 

The model kitchen was built at 
very low cost. “Labor and mate- 
rial costs were only $15,” says 
Mr. Kelso, “and the painting and 
arrangement of cabinets, and ap- 
pliances were done by our em- 
ployees. Total merchandise in- 
vestment in the model kitchen is 
approximately $445, which in- 
cludes all appliances and cabi- 
nets.” 

To stimulate customer interest 
to a complete examination of the 
model kitchen, groceries in pack- 
ages and cans, and artificial foods 
are shown in all cabinets and ap- 

(Continued on page 88) 
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Charles R. Bottorff, president 
of the firm since 1930. He is 
the fourth man in the firm’s 
history to hold that office. 


of many years’ standing with the 
Board of Trade, was attended by 
the Hon. Keen Johnson, Governor 
| of the State of Kentucky, and his 
O the Belknap Hard- __ partment heads of the Belknap or- _ official family. Tribute was paid 


Celebrates Its 


ware & Mfg. Co., Louisville, Ky., 
wholesale hardware distributors, 
goes the distinction this year of 
joining the rather limited ranks of 
wholesale hardware houses that 
have been in business for a full 


ganization were honored guests at 
the annual New Year’s reception 
of the Louisville Board of Trade, 
held the morning of New Year’s 
Day at the Brown Hotel, Louis- 
ville, with more than 1000 Louis- 


the Belknap Hardware & Mfg. Co. 
by W. B. Harrison, director, 
Louisville Board of Trade and 
former mayor of the city, who 
reviewed the origin, growth and 
history of the company. Col Wil- 





century. In celebration of the ville business men in attendance. lard Chevalier, publisher, Business 
event officers. directors and de- The reception, a traditional event Week, was the guest speaker and 





Some of the officers, directors and department heads of the Belknap Hardware & Mfg. Co., Louisville, Ky., 
who attended the traditional New Year’s Day reception of the Louisville Board of Trade, at which time the 
company was honored for the attainment of its 100th anniversary. In this group are—left to right—first row 
(seated): Lewis Herndon; Innes W. Dobbins; Charles B. Price; William C. Gibson and Luther R. Stein, 
vice-presidents; Dara E. Cross, vice-president and treasurer, and H. B. Heyburn, vice-president. Second row: 
R. E. Hinman, buyer; G. R. Brewer, buyer; G. E. McMakin, sales director; Fred A. Hall, sales manager; 
Charles R. Bottorff, president; R. M. Halbleib, manager, catalog and printing departments; H. H. Heingart- 
ner, sales manager, tire department, and Alexander Heyburn, assistant treasurer and buyer. Third row: jo 
Buschmeyer, sales manager; Mark B. Davis, sales director; E. R. Bondurant, sales manager; Clifton Rodes, 
sales director; C. C. McGuire, sales manager; Herbert W. Spencer, assistant secretary and buyer, and H. H. 
Burnett, sales director. 
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Firm honored at Louisville 
Board of Trade’s annual 


New Year’s reception 


Luther R. Stein, vice-president and 
general sales director, compares 
old and new catalogs of the firm. 








E. J. O’Brien, Jr., president, 
Louisville Board of Trade, pre- 
sided at the reception. 

The Belknap company was 
founded by William B. Belknap, 
in 1840, who was then but 29 
years of age. At the age of 17 
Mr. Belknap purchased machinery 
for a furnace and mill and started 
in business on the Cumberland 
River, in Tennessee. Two years 
later he moved from Tennessee 
and undertook several financial 
ventures in the vicinity of Hick- 
man, Ky. In 1840 he moved to 
Louisville, where he entered busi- 
ness with a stock of iron, bars, 
castings, nails, horse shoes and 
other heavy hardware. For 40 
years the founder of the company 
guided the organization in its 








Co. was started 100 years ago in 
this building by W. B. Belknap. 





growth, being succeeded by his 
eldest son, William R. Belknap, 
who gave up the presidency of 
the company in 1910 to become 
chairman of the board of direc- 
tors. William Heyburn was the 
third president, and continued in 
that office until 1930 when he re- 
signed to head the board of direc- 
tors. Charles R. Bottorff has been 
president since 1930. The com- 
pany’ board of directors has 
among its members at the present 
time four descendants of the foun- 
der of the business. 

From its inception in 1840 to 
the present time the company has 
shown a steady growth, witness- 
ing many changes in the demand 
for both mercharidise and _ ser- 


(Continued on page 86) 








A general view of the present-day plant of the Belknap Hardware & Mfg. Co. It presents a de- 
cided contrast with the company’s original headquarters which it occupied a full century ago. 
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100 Reasons Why 


Consumers Prefer Local 


Here are the winning answers followed 
by the names of the Iowa retail hardware 
stores on which the answers were based: 


1—“He combines honesty with 
good judgment, experience with 
expert knowledge; believes in 
fairness and practices it. A ca- 
pable man in business and in 
the community.”—-THE FABER 
HARDWARE, Greenfield. 


2—“Through a personal knowl- 
edge of your individual prob- 
lems and needs, he gives you 
prompt and satisfying service, 
obtainable only by trading with 
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him.”—CURRY & MACK, Corn- 
ing. 


3—‘He’s a real salesman, friend- 
ly, courteous and_. obliging. 
Makes your interests his, giving 
real values, also bargains and 
he’s ‘service with a smile’.”— 
PETERSON BROS., Waukon. 


4—“‘He has a personal interest 
in my needs, his merchandise is 
first class; he makes adjustments 


quickly and fairly; money stays 
in this community.”—HARRY 
OSBORN HDWE., Centerville. 


5—“His personal and truthful 
helps have solved many of my 
problems so economically. He 
believes in ‘Satisfied Customers’ 
rather than ‘Cash Received’.”— 
AUDUBON HDWE., Audubon. 


6—“He is not a _ fly-by-night 
here today gone tomorrow. He 
is my friend, personally inter- 
ested in selling me reliable mer- 
chandise at the lowest possi- 
ble cost."—WALTER WATER- 
MAN, Luzerne. 


7—“Quality merchandise and de- 
pendable service linked with a 
thorough knowledge of local con- 
ditions puts him in a key posi- 
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tion to satisfactorily handle my 
hardware needs.”—JOHNSON- 
CHRISTENSEN CO., Cedar 
Falls. 


8—“He is just as helpful and 
honest about my hardware prob- 
lems as my doctor is about 
my health.” — REEDHOLM’S 
HDWE., Boone. 


9—“The friendly personal ser- 
vice, a knowledge of my need, 
the ability to see the merchan- 
dise, at fair prices, make the 
ideal combination in buying.”— 
KOEBERLE-HEYER CoO., Sum- 
ner. 


10—“He always has complete 
stocks of up-to-date merchan- 
dise, reasonably priced and is 
ever ready with helpful advice 
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and service to his customers.” — 
CHAS. I. WILSON, Lamont. 


11—“‘He carries the best wares, 
knows my needs, gives depend- 
able advice and makes it his per- 
sonal business to satisfy me. We 
have much in common.”—MIL- 
LER HDWE., Storm Lake. 


12—“He sells high-grade mer- 
chandise, does repair jobs rea- 
sonably, and handles such a large 
variety of articles his counters 
are always filled with interest- 
ing necessities.”—J. PFALTZ- 
GRAFF & SON, Dumont. 


13—“‘He is personally interested 
in my hardware needs and I can 
rely on his judgment and advice 
because I know his word is good.” 


Told by customers of lowa hardware 
dealers, winners of grand awards in 
the “Hardware News’’ contest, staged by 
the Iowa Retail Hardware Association 
and Radio Station WHO over which 
“Hardware News’’, a program sponsored 
by Iowa hardware wholesalers, is broad- 
cast daily. More than 11,000 con- 


sumers participated in the contest. 








Owned Retail Hardware Stores 


—GRANTHAM’S HDWE., Lake 
City. 


14—“‘Knowing him as a friend 
and neighbor I can depend on 
him to know and sell me the bet- 
ter things I want and need.”— 
BREDA HDWE. CO., Breda. 


15—“You do not gamble on his 
merchandise for he never tries 
selling you inferior goods by 
telling you they are as good as 
the best.”,—ARNOLD HDWE., 
Cumberland. 


16—“He is my friend, he studies 
my equipment; knows my needs; 
carries excellent merchandise; 
and gives speedy, efficient ser- 
vice with a smile.”—O. W. NEL- 
SON HDWE., Tipton. 
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17—“‘He knows real values when 
he sees them and gladly passes 
them on to me promptly, courte- 
ously and as reasonably priced 
as_ possible.’ —- BOOMHOWER 
HDWE., Mason City. 


18—“He carries only honest, de- 
pendable, guaranteed merchan- 
dise, and money spent with him 
helps build a bigger, better city 
in which to _ live.”’—NICHOL- 
SON HDWE., Cherokee. 


19—“I can explain my wants, 
get his advice, see what I am 
getting, get more if needed, and 
be sure of quality merchandise.” 
—GOGG HDWE., Nashua. 


20—“I take his advice; his 
merchandise is dependable and 
prices reasonable, his services 
are cheerfully rendered, he’s 
honest, and always truthful in 
every deal.”—RAY A. EASTER, 
Osceola. 


21—“‘He is always more than 
willing to help me with every 
kind of purchase however small 
it may be, often suggesting 
something less expensive.”—C. 
BEN BJORNSTAD, Spencer. 


22—“‘He carries high-grade hard- 
ware; is reliable and dependable; 
stands back of goods he sells; a 
pinch hitter when I am in trou- 
ble.",—PAPE BROS. & FOX, 
Monona. 


23—“He helps me to plan my 
work, suggests what article will 
be best to use and in that 
way helps me save money.”’— 
EHLERS HDWE., Clinton. 


24—“‘Many items return very 
small profits, because they are 
seldom called for, yet he keeps 
them in stock for the conven- 
ience of me and neighbors.”— 
WITT HDWE., Denison. 


25—“Unvarying excellence of 
merchandise—the thorough un- 
derstanding of the meaning of 
service—and loyalty earned by 
honest and upright trading—re- 
flects value and co-related sav- 
ings.’— McCREARY HDWE., 
Perry. 


26—“His experience and knowl- 
edge of my community enables 
him to furnish goods most suited 
to my needs, and the repairs so 
often needed.”—C. G. VORHIS, 
Bloomfield. 


27—“He knows the needs and 
circumstances of my family and 
is always ready to lend a help- 
ing hand when needed.”—GUS 
SPELLERBERG, Garden Grove. 
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28—“He is the only merchant in 
town who concentrates on one 
line and is in a better position 
to give better service and value.” 
—McELLIOTT HDWE., Ryan. 


29—“He can make suggestions 
sometimes for better value than 
the article I had inquired about, 
no waiting, quick service.”— 
KAUT & KRIECHBAUM CO., 
Burlington. 


30—“He is ‘boss’ and a depend- 
able man who takes personal 
satisfaction in giving individual 
and sincere consideration to 
each customer’s order, no mat- 
ter the size.”—A. C. BRINGLE 
HDWE., Superior. 


31—“His merchandise is of the 





37—“Their stock is complete and 
dependable, their store is attrac- 
tive, they carry the newest and 
best in every line and they are 
always courteous.” —STROCK 
HDWE., Jefferson. 


38—“‘He sells genuine honest 
made goods, every promise he 
makes is made good, also receive 
much good advice without cost.” 
—WELLSBURG HDWE., Wells- 
burg. 


39—“They are courteous when 
I enter the store, carry a full 
line of merchandise, and prices 
are right.”—ROWLEY HDWE., 
Guthrie Center. 


40—“T can call on him when in 
doubt about home equipment to 





They’re all going to local-owned, retail hardware 


highest quality and because of 
the personal service he is able to 
render especially in cases of 
emergency.”—GEO. WIMMER 
& SON, Dubuque. 


32—“He has always the latest 
gadgets on hand and displays 
them so nicely so that you can 
see what you want at once.”— 
CORNER HDWE., Armstrong. 


33—“When a housewife needs 
painting suggestions, new wash- 
ing machine, service on installed 
equipment or latest kitchen gadg- 
ets he cheerfully meets these 
needs.” — MARTIN HDWE., 
West Union. 


34—“He handles standard mer- 
chandise for which repairs can 
be gotten and installed even 
after many years.”—CARROTT 
HDWE. CO., Rockford. 


35—“He is courteous and fair in 
his dealings, also very agreeable 
and prompt in rendering ser- 
vice, all merchandise is as repre- 
sented.”—KAMMEIER HDWE., 
Sheffield. 


36—“By putting my trust in my 
home hardware dealer I have 
never made a purchase to re- 
gret."—A. S. BLOEDEL CO., 
Tabor. 


be purchased and can rely on his 
recommendations. and sugges- 
tions he cheerfully gives.”—F. 
H. FERBITZ, Jewell. 


41—“‘He carries a stock of goods 
selected to meet the needs of my 
community and is always willing 
to help me with my hardware 
problems.” —E. F. JACOBS 
HDWE., Klemme. 


42—“He is not confined to 
brands dictated by one control- 
ling organization, but may 
choose the quality of merchan- 
dise he knows his customers’ 
needs warrant.”—C. W. PETER- 
SON, Iowa Falls. 


43—“He is acquainted with my 
needs and qualified to make val- 
uable suggestions. This personal 
service coming from one who 
knows hardware means a ‘good 
buy’.",—DALLY HDWE., Dun- 
lap. 


44—“Of his capability, adapta- 
bility, and dependability, I can 
rely on his judgment as to price, 
quality, fitness, and follow-up 
adjustments.” — RUKGABER 
HDWE., Mt. Pleasant. 


45—“He gives me quality, price, 
service, satisfaction; money 
spent with him creates economic, 
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social and cultural values in my 
town which build fine American 
standards.”—J. J. KALISHEK 
HDWE., Cresco. 


46—“In completely remodeling 
my farm kitchen and bathroom, 
his judgment and keen personal 
interest, combined with superior 
merchandise produced results of 
which I am proud.”—M. B. 
RICHARDSON & CO., Renwick. 


47—“We want to trade where 
we like the people most; we 
know he never stops trying to 
please in quality, price and help- 
ful service.’ — LETH HDWE., 
Ida Grove. 


48—“In variety, adaptability, 
quality, price of goods and read- 


iness to make fair adjustments, 
he meets every reasonable re- 
quirement and contributes hon- 
orably in supporting his com- 
munity.”—L. J. HOGAN, Wil- 
liamsburg. 


49—“They make every effort to 
keep a complete stock that will 
serve the community. The cour- 
tesy, prompt attention received 
is a real pleasure.”’—ROBERT 
BOLLEN, Miles. 


50—“He is a valued member of 
the community, is reliable, cour- 
teous and honest, does not sell 
inferior merchandise, we trust 
his judgment.”—W. T. PETER- 
SEN HDWE., Newton. 


51—“Of the dependable mer- 
chandise, reasonable prices and 
sincere and friendly advice 
given on my hardware prob- 
lems.”—HUGHES & GRANT, 
Fairfield. 


52—“He features the quality 
merchandise I desire, the ser- 
vice I admire, and the economy I 
require.”—LENOCH & CILEK, 
Iowa City. 


53—“He sells honestly made 
merchandise at fair prices and 
when consulted my home hard- 
ware dealer gives me valuable 
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You'll find their reasons on these 


information to help solve my 
hardware problems.”—HODGIN 
HDWE. STORE, Anamosa. 


54—“I receive courteous treat- 
ment, the best material, excel- 
lent workmanship and true value 
for every penny I spend.”— 
MOODE & SONS, What Cheer. 


55—“When I enter their store 
they meet me with a smile, and 
I always get what I want and 
their prices are always right.”— 
KOHLHAAS & SPILLES, AIl- 


gona. 


56—“He helps me to select the 
best merchandise at fair price, 
and is always ready to give ad- 
vice that is of value to me.”— 





pages. 


HIRAM‘'S PAINT & HDWE., 
Ft. Madison. 


57—“Of our mutual community 
interest, his desire to always 
satisfy, willing to adjust any 
reasonable claim, with prices as 
low or lower when quality con- 
sidered.” — ELLERY OWEN 
BEATY HDWE., Keokuk. 


58—“His dependable merchan- 
dise and complete stock along 
with his friendly and competent 
advice give me assured ser- 
vice and a maximum saving.”— 
CEDAR RAPIDS HDWE., Ce- 
dar Rapids. 


59—“As a housewife I like to 
purchase and discuss the new 
devices to make my work easier 
and he is always ready to 
oblige.”—J. C. RICHIE, Colum- 
bus Junction. 


60—“It is the surest way to buy 
goods of quality, the safest road 
to values and the soundest guide 
to economy.”—C. B. ROGERS, 
Lucas. 





61—“‘He knows the time differ- 
ent equipment for the commu- 
nity is needed and has on hand 
equipment that is satisfactory 
as to price, brand and ser- 





viceability.” — GROTEWOLD 
HDWE., Larchwood. 


62—“He is always ready to show 
me the new and different things, 
and is interested in pleasing me 
and explaining the difference in 
values.,—MILLS HDWE. CO., 
Winterset. 


63—“He is interested in qual- 
ity, not quotas.” —FABRITZ 
HDWE., Oskaloosa. 


64—“I get a square honest deal, 
dependable goods and courteous 
service; for they are people who 
understand the needs of the peo- 
ple of this community.”—AVE- 
RY’S, Knozville. 


65—“My dealer buys wisely, 
sells honestly, makes my satis- 
faction his supreme interest and 
proudly backs every sale with 
the good name of his store.”— 
ABBOTT & SON, Marshall- 


town. 


66—“He knows every one in his 
community; feels a personal in- 
terest in doing all he can for 
them, in value and service plus 
good will."—LANDIS HDWE., 
Malvern. 


67—“His business is built upon 
a basis of giving full value 
for the dollar spent.”—KINGS- 
BURY & YOUNG, Osage. 


68—‘“‘He knows me and my pref- 
erences, insuring friendly per- 
sonalized service; I know his 
store, always offering high qual- 
ity, reasonable prices, good se- 
lection, dependable ordering fa- 
cilities.’,—JIVIDEN & SONS, 
Onawa. 


69—“He often shows me a newer 
and better article than I knew 
about, gives me greater value 
for my money, and then deliv- 
ers and installs.,-—THOMPSON 
HDWE., Albia. 


70—“Our dealer’s store is spic 
and span, he is accommodating, 
always willing to show his mer- 
chandise, has highest quality 
merchandise and better values.” 
—J. F. MUELLER, Grant. 


71—“He considers my buying 
need his problem and feels it is 
his duty to see that I get the 
best value for my money.”— 
L. BE. LEWIS HDWE., West 
Liberty. 


72—“With a sympathetic inter- 
est in the welfare of his commu- 
nity he offers me the values and 
reliable services of his friend- 
ship, good judgment, willingness 
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and experience.” —-LEONARD 
HDWE., Sanborn. 


73—“He belongs to the commu- 
nity and makes an effort to 
please the public by giving hon- 
est values and friendly service 
to his customers.” — STECK 
HDWE.., Sibley. 


74—“‘He’s my friend, he knows 
hardware, and I can rely on his 
advice about merchandise, for 
his interest goes far beyond 
just making a profit.”"—-H. & S. 
HDWE.., Clarinda. 


75—“They carry good quality 
merchandise at a reasonable 
price, also have a complete stock, 
good and efficient salespeople al- 
ways ready to give you advice.” 
—WILSON’S HDWE., West 
Bend. 


76—“He is a real neighbor who 
gives me a feeling of security; 
his only interest is to serve 
his community through satisfied 
customers.’’—SIEVERDING- 
WALZ HDWE., LeMars. 


77—“He tries to carry just what 
he thinks you would want; if he 
hasn’t it he’s very nice about 
getting it as soon as possible.” — 
EKSTAM HDWE., Laurens. 


78—“In this electrical age the 
housewife relies upon her mer- 
chant’s advice in operating her 
appliances and this service can- 
not be valued in dollars and 
cents.” —O’DEA HDWE. CO., 
Des Moines. 


79—“He is in business to serve 
me with my needs rather than 
to tempt me with flimsy bargains 
I do not need.”—H. L. SUM- 
MITT, Macedonia. 


80—“His attractive clean store, 
well stocked with good recog- 
nized lines cf merchandise, 
manned by understanding, quick, 
and well-informed employees, ra- 
diates good will and service con- 
tinuously.”—GEORGE & HOYT 
HDWE., Grinnell. 


81—“Of the complete stock of 
superior quality merchandise 
which he handles, also the cour- 
teous service and friendly advice 
rendered.”—-TODD HDWE., Mt. 
Ayr. 


82—“Of a complete high quality 
of stock at lowest prices; per- 
sonal prompt attention and ser- 
vice; cooperation between dealer 
and customer; satisfaction is 
guaranteed.’’ — SWANSON 
HDWE., Odebolt. 





46 





83—“Of its convenient location, 
its complete stock of ‘must 
haves’ and ‘do wants’ and its 
‘down to earth’ prices.” HARRY 
JACOBS HDWE., Davenport. 


84—“‘He is my friend, neighbor, 
counsellor; serves me best be- 
cause he knows my community’s 
needs better and supplies them 
quickly, completely, economical- 
ly.,—CHAMBERS & HANSEN 
HDWE., Harlan. 


85—“Home hardware dealers are 
more interested in home town 
patrons and do everything pos- 
sible to give me the most satis- 
faction and value for my money.” 
—M. B. NYMEYER & SON, 
Hull. 


86—“He endeavors to give cus- 
tomers a wide selection of the 
newest, quality merchandise at 
more reasonable prices, in the 
most friendly, courteous and reli- 
able manner.”—HOLM HDWE., 
Story City. 


87—“He gives quality merchan- 
dise, reasonable prices, efficient 
sales attention, courteous advice 
and information, and is a friend- 
ly neighbor and worker for com- 
munity interest.’’— ROY R. 
RYAN, Chelsea. 


88—“Of quality merchandise 
reasonably priced, location, 
prompt service, complete stock 
of goods to select from, courtesy, 
information and advice on hard- 








news.”—PRUGH & SON, Bed- 
ford. 


89—“The friendly atmosphere 
of the store and its personnel 
combined with the quality and 
variety of merchandise available 
at reasonable prices make it 
ideal.",—CRESTON HDWE., 
Creston. 


90—“He’s more than a dealer; 
he’s an obliging friend, neighbor 
and taxpayer, who understands 
our needs, and serves us thriftily 
from his well-stocked shelves.” — 
JANSEN & O'NEILL, Farming- 
ton. 


91—“‘He’s the pal of every boy 
and girl in town; he knows 
which skates are best for sum- 
mer, the swiftest sleds for win- 
ter.".—PEDRICK & THORNE 
HDWE., Ottumwa. 


92—“‘Past experience and deal- 
ing with him has assured me of 
honest trade and best values at 
all times.”"—PEMBLE & SON, 
Indianola. 


93—“His willingness to please 
with ‘up-to-the-minute’ quality 
merchandise and service plus his 
friendly and helpful advice 
equals ‘full-measure’ with every 
transaction.’’— RUKGABER 
HDWE., Washington. 


94—“He carries good merchan- 
(Continued on page 86) 


“Push Money” Contests and 
the Robinson-Patman Act 


A reader of HARDWARE AGE asks 
whether it is permissible under the 
Robinson-Patman Act to give clerks 
of a retail customer prizes for their 
efforts in promoting the sale of a 
product. Under this plan, a tag, 
attached to the product, would be re- 
moved by the clerk when the sale is 
made. Each tag would count for a 
certain number of points, and the 
accumulation of points would entitle 
the clerk to a premium or prize. 

Felix H. Levy, attorney and lead- 
ing authority on Fair Trade activi- 
ties and legislation provides the fol- 
lowing answer: 

“This subject is governed by Sec. 
2 (d) of the Robinson-Patman Act 
which, in substance, makes it unlaw- 
ful for a seller to pay a customer for 
services or facilities furnished in the 
sale of the seller’s products. unless 
such payment is made available, on 





proportionately equal terms, to all 
other competing customers. 

“Complaints are now pending be- 
fore the Federal Trade Commission, 
charging a violation of this provision 
where such ‘push money’ was offered 
to salesmen of certain customers, 
but not to salesmen of other cus- 
tomers. 

“Although the subject has not yet 
received final adjudication, it seems 
clear that this practice is unlawful 
when the opportunity to earn this 
‘push money’ is open to salesmen of 
all customers, and is not limited to 
the salesmen of a limited number of 
customers. 

“In the adoption of such a plan, 
care should be taken with respect 
to the form of notification containing 
such proposal, so as to ensure its 
conformance with the named section 
of the Robinson-Patman Act.” 
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A Frank 


Statement 


About Kelvinator’s Radically New 1940 Program 
That Makes Possible Sensationally Low Prices... 
And Greater Profits for Dealers 


BY FRANK R. PIERCE, General Sales Manager 


Kelvinator Division, Nash-Kelvinator Corporation 








I KNOW you will be surprised when 
you see the prices printed on these 
pages. ; 

A few days from now they will be 
published across the country. But 
before that happens, I want to explain 
them to all retailers of mechanical re- 
frigerators—because there is not one 
of you who won't be affected, no 
matter where you may be located. 


Those who built our industry—the 
dealers—have been waiting for several 
years for some manufacturer to have 
the courage to give them a program 
which meets today’s conditions in the 
refrigeration business. 

In a word: Kelvinator’s prices and 
products for 1940 are part of a single 
broad-gauge program .. . represent- 
ing radical changes in fundamental 
policy ... one that is sound as a dollar 
from start to finish . ..a program that 
has these objectives: 


1 To protect and stabilize the profits 
of Kelvinator dealers. 

2 To meet the competitive price 
situation in the electric refrigeration 
business today. 

3 To step up to the replacement 
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business by providing specific prod- 
ucts with margins adequate for the 
dealer to sell this business at a profit. 


4 To limit the number of dealers in 
each community so that sufficient 
volume is possible, at recommended 
prices, for dealers to make a profit. 


5 To reduce the dealers’ investment 
by reducing the number of models. 


In a nutshell, we expect this pro- 
gram to result in increased volume 
and profits for our dealers and our- 
selves. 


This program is—very candidly— 
one of the most far-reaching plans 
ever adopted in an industry. But be- 
fore I go any farther, I want to make 
one thing clear. Not only has it been 
accomplished without a penny’s re- 
duction in dealers’ retail profits—but 
without a single compromise in the 
quality of our product. As a matter of 
fact, dealers’ profits are higher; and 
the products the best we’ve ever built. 


I think that every dealer who has 
ever wished for lower prices is en- 
titled to know how Kelvinator was 
able to put this program into effect: 


Briefly, here’s what we have done: 
1 We've concentrated 96% of our 
production on the big 6 cubic-foot 
size models, and larger, that people 
really need. That lets us lower the 
price some. 


2 Inanticipation of greatly increased 
sales, we've doubled our production 
schedules and passed the manufac- 
turing Savings on. 


3 We've cut our cost of selling—so 
we can lower our price still further. 


In addition, we- have cut our own 
manufacturing profit per unit in an- 
ticipation of greater sales. 


And... to further simplify dealers’ 
price problems... in all states east of 
the Rockies, we are paying the freight, 
on carload shipments to destination, 
and also absorbing the L.C.L. delivery 
cost from zone or distributor ware- 
houses in excess of 50 cents CWT. 
This is to permit advertising nation- 
ally of suggested retail prices for 
delivery in the consumers’ kitchens. 


Now please take a look at the pic- 
tures and specifications of the Kel- 
vinators we're selling at these prices. 
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6% CUBIC FOOT 
Large 
“ Family-Size” 


NEW 1940 


KELVINATOR 


from the oldest 
maker of electric 





KELVINATOR $$-6. Compare with $150 refrigerators. 6'( cu. ft. Bright Permalux ex- 


terior. 


Porcelain-on-steel interior. Stainless-steel, high-speed Freezer with white Per- 


matux-finished door. 2 extra-fast Freezing Shelves, 9 Ibs, — 84 ice cubes, Kelvin Cold 
Control. Tempered glass, Cold Storage Tray under freezer. Interior 


* 
Light. Powered by famous cost-cutting Pd&arsphere sealed unit. Kel- 119” 


vinator's price only 


THE BEST KELVINATORS EVER BUILT 
NO PRIOR-YEAR MODELS 


You will note first of all that price 
reductions apply to the whole Kel- 
vinator line . . . from the base-price 
model right up to the de luxe models. 
Reductions range from $30 to $60, 
as compared with last year’s prices. 

Next thing is: every Kelvinator here 
is a new 1940 product. There isn’t an 
obsolete last-year model in the line. 

Our idea of meeting low-price com- 
petition is mot giving our dealers a 
year-old model, with probably shorter 
discounts. Instead, we're starting our 
dealers with a clean, new stock. 

And these Kelvinators are remark- 
able in another respect. You’ve heard 
of “bargain” refrigerators before. 
This isn’t it. You’ve probably had to 
contend with stripped-down, second- 
line products. You won’t find them 
here. 

Let me repeat: these are the finest 
Kelvinators we know how to build— 
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1940 models every one. Starting with 
the fine, big, six-cubic-foot models, 
and working right on up through the 
big de luxe jobs, they surpass any 
Kelvinators ever built before. 

I can’t stress this too strongly. 

Take our Model SS-6 for 1940, sell- 
ing at $119.95.* If you'll examine it 
carefully, point for point, I know 
you'll agree you’ve never seen a cur- 
rent model made by a nationally- 
known manufacturer within thirty or 
forty dollars of its price! 

Try to match its specifications and 
you'll see what I mean. Every Kelvi- 
nator is powered by the big Polar- 
sphere sealed unit. We don’t use a 
cheaper, weaker unit in our low- 
priced models. I think you know 
about the reliability of this unit. Of 
all the 1939 Polarspheres in use all 
over the worid less than 42% have 
been replaced for mechanical rea- 
sons. I believethat’sanindustry record. 


Other basic features are of the same 


high quality. Cabinet is welded-steel 
and finished in Permalux outside . . . 
all Porcelain-on-steel lining within. 
Insulation is the best. 

Yes—it’s a big, solid, fine-looking 
refrigerator. And any dealer will say 
—it has the features that sell. 

But it’s only the beginning of Kel- 
vinator’s great 1940 line. Every mode! 
in the line has “‘step-ups” in features 
that make “selling up” natural, logical 
and easy. 


EVERY FEATURE OTHERS OFFER 
PLUS OUR OWN EXCLUSIVES 
And when you handle that beautiful 
de luxe job .. . Model HD-G . . . for 
only $209.95*—you have a refriger- 

ator nobody’s competing with. 

With the new “Moist-Master” hu- 
midity system and all those other fea- 
tures you can see on the next page— 
it’s the last word in fine refrigeration. 

I want you to check this when you 
look at the pictures. And note that 
the price is what you used to sell 
“standard” models for. 

Just count them. Five big “sixes”’. 
Prices from $119.95* to $209.95.* 
Compact three and four-footers, too 
(but it’s just as easy, now, to sell a 
“6") and 3 eight-cubic-foot models. 

Can you imagine what Kelvinator 
dealers will do with products and 
prices like these? 

I'll tell you. They’ll stop worrying 
about competition in any shape or 
form. They’ll sell Kelvinators at a 
profit and lots of ’em. I don’t believe 
they'll find it necessary to cut their 
prices to meet competition. 


TWO VAST MARKETS ARE NOW WIDE 
OPEN TO KELVINATOR DEALERS 


But... far beyond “meeting com- 
petition” .. . Kelvinator dealers will 
also cut straight into two vastly 
broadened markets. 

One is the replacement market. You 
know scores of families right in your 
own neighborhood who are still get- 
ting along on worn-out, noisy, waste- 
ful or undersized mechanical refrig- 
erators. 

As a matter of fact, there are at least 
four million families like that in the 
country. 

When you go into that market with 
the 1940 Kelvinators especially de- 
signed and priced for that market... 
when you show them the bigger, finer, 
refrigerator with every modern con- 
venience ... when you prove it costs 
many dollars a year less to run—that 
replacement business is yours. And you 


HARDWARE AGE 











can 
the 
help 
Ai 
com 
Ww ith 
$30 
in 1! 
look 
Y 
a bi 
and 
the | 
fort 
men 
tures 
atpr 


H 

I thi 
prod 
othe 
And 
Bu 


# Price: 





KELVIP 


refrige 


interio 
table ¢ 
stone | 

















d-steel 
Ms 6. 
within. 






poking 
ill say 


of Kel- 
model 
eatures 
logical 


autiful 
.- for 


friger- 


r” hu- 
er fea- 
age— 
‘ation. 
*n you 
e that 
o sell 


ixes’’. 
9.95.* 
s, too 
sell a 
odels. 
nator 
; and 


rying 
»e or 

ata 
slieve 
their 


NIDE 
S 


com- 
} will 
rastly 


You 
your 
| get- 
aste- 
frig- 


least 


. the 


with 

de- 
Feces 
ner, 
con- 
osts 
that 
you 


\GE 











can afford to trade at a profit because 
the prices and margins are there to 
help you trade. 

And then there’s that vast low-in- 
come market adequately provided for 
with models selling this year from 
$30 to $60 less than similar models 
in 1939. Only this year they are better 
lookingand havemoresalablefeatures. 

You'll be able to sell a Kelvinator— 
a big, genuine 6'4-cubic-foot model 
..+ with Kelvinator quality through 
and through . . . for little more than 
the price of a good icebox. Further, 
for those who want additional equip- 
ment, convenience and de luxe fea- 
tures, Kelvinator hasfour more ‘‘Sixes”’ 
at prices that will fittheir pocketbooks. 


HEAVY ADVERTISING CAMPAIGN 
I think you'll agree . . . this is a great 
product story. Actually, it is one that 
others have wanted to offer for years. 
And now Kelvinator does it. 


But we're not just letting our 1940 


product “‘sell itself”. We're going to 
spread the news big—and spread 
it now. 

In a few days, newspaper ads in 
large, dominating space will carry 
Kelvinator’s story to local markets 
clear across the country. 

Close on their heels, full-page color 
ads will break in national magazines. 

You'll see “Look at the Size”... 
“Look at the Name” . . . “Look at the 
Price” —everywhere. 


POWERFUL PROMOTION BACKING 


I'll venture to say that our coming 
Spring Showing Activity will bring 
you the greatest rush of business 
you've had in years. 

We'll be backing you with a great 
new Direct Selling Program and com- 
plete sales training helps from the 
Kelvinator National Salesmen’s In- 
stitute. 

Kelvinator’s own finance company 
...ReDisCo... has even worked out 
a brand new ‘5-Sixes Plan” to make 





it easier for you to buy—so you can 
start selling quicker. 

Frankly, I think this is the most far- 
reaching program any manufacturer 
will offer this year. It’s not only a 
matter of products, prices, margins, 
prepaid freight, new advertising, and 
new sales methods. In fact, it’s a 
whole new way of doing business and 
making money. 


HOW TO GET FULL FACTS 

If you are not a Kelvinator dealer, the 
only way to realize what this revolu- 
tionary program means is to get in 
touch with us through your nearest 
distributor or factory branch. 

Or, if you like, communicate with 
me direct. 


General Sales Manager 
KELVINATOR DIVISION 
Nash-Kelvinator Corp., Detroit, Mich. 


# Prices suggested are for delivery tn the Kitchen with 6 Year Protection Plan. State and local taxes are extra. Prices are slightly higher west of the Rockies, 








KELVINATOR S-6. 7 re with $180 KELVINATOR HS-6. Compare with 
refrigerators. 644 cu. = $230 refrigerators. A new 6 cu. ft. refrigerators. 6.5 cu. 
equipped model. Gleaming ‘erma- Kelvinator with the ‘*Moist-Master'’ Crispers with glass gp 


lux exterior with Porcelain-on-steel 
interior. Sliding glass covered Vege- 
table Crisper. Deep, sliding, moon- 
stone glass Cold Storage Tray under 


midities, 


System that maintains higher c. 
decreasing the loss of 
moisture from foods. Permalux ex- 
terior and Porcelain-on-steel inte- 
Freezer. Vegetable Bin. Removable rior. Meat Compartment built in 


KELVINATOR R-6. Compare with $210 
win Sliding 


Porcelain Cold Chest. Vegetable Bin. 
Sliding adjustable Shelves. Twin 
dome Lights. Stainless-steel Freezer 
with door, 2 extra-fast 
Shelves, 8 Ibs.-—72 ice cubes, built-in 


KELVINATOR HD-6. Compare with 
any neresgeratars from $230 to $300. 
Sliding, A ne 6.1 cu. ft. de luxe Kelvinator 
with Moist-Master’’ System. Twin 
Sliding Crispers with glass” tops. 
Vegetable Bin. Meat Compartment 
built in the freezer unit behind 
freezer door, 2 extra-fast Freezing 





Freezing 


half-shelf next to crisper. Stainless- the freezer unit behind freezer door. Tray Lifter and built-in Speedy-Cube Shelves, 8 tbs.—-72 ice cubes with 
steel freezer with door, 2 extra-fast Sliding, glass covered Vegetable Release. Double-size Ice Tray for built-in Ice Tray Lifter and Speedy- 
Freezing 5 preg a 8 Ibs. —-64 ice cubes, Crisper. Vegetable Bin. 2 extra-fast frozen desserts. Kelvin Cold Control Cube Release. New, flat, disc-type 


new typel ce Trays, Kelvin Cold Con- 


Freezing Shelves, 8 Ibs.—-64 ice cubes, 


with automatic return from defrost- 


Kelvin Cold Control. Twin Dome 
Lights. Polarsphere sealed unit. Per- 


trol. Powered by Polarsphere sealed new type Ice Trays. New, flat, disc- ing. Powered by Polarsphere sealed 

unit. Interior Light. $ * type Kelvin Cold Control. Powered unit. Kelvinator's $ 5* matlux exterior. Porcelain-on-steel 

— 8 rw 95 by Polarsphere sealed unit. Interior priceonly . . 9 interior. Kelvina- $ + 

only .. Light. Kelvinator’s $ 95* tor’s price only . - $990 95 
priceonly . . . « . 





yy ays $-8. Compare with $220 refrigerators. 

8.2 cu. ft. refrigerator with 16.3 square feet 
shelf space. Has Stainless-steel freezer with white 
Permalux-finished door. New type ice trays freeze 
12 ibs. —%6 cubes. Sliding ee covered Crisper, 
Glass Cold Storage Tray, Vegetable Bin, Auto- 
matic Interior Light. Beautiful Permalux exterior, 
stainless Porcelain-on-steel inte- i $ * 
rior. Powered by = yee: ee sealed 95 
unit. Kelvinator'’s price only . 


KeVeNEATeS R- =6. Compare with $250 refrigerators. 
ft., 16.3 ounese feet shelf space. Built-in 
Teas hence and S -Cube release, 12 Ibs.— 
108 ice cubes. Stainless-steel Freezer with new full 
height door. Twin glass covered Crispers, Twin 
dome Lights. Sliding porcelain Cold Chest, Vege- 
table Bin. Kelvin Sea Xan . ~aneanes return 
from defrosting. Slidin 
able Shelves. Gwered 4 Slee $ 95* 
sphere sealed unit. a 
priceonly . .. + + 


KELVINATOR HD-8. Compare with the finest re- 
frigerators at any price. A new de luxe 8 cu. ft. 
model completely equipped including ‘‘Moist- 


Master" System. 1 square feet shelf area, Twin 
Sliding Crispers with glass tops, Twin Dome 
Lights. Meat Compartment built in freezer unit 
behind door, built-in Ice Tray Lifter and Speedy- 
Cube Rel moese, 12 ae my ve cubes. New, flat, 
disc-ty elvin Contro Jene- * 
table Bin. Polarsphere ae unit. ” $93995 


Kelvinator’ 8 price only 








We honestly believe that Kelvinator’s new Electric Ranges, 
Washers, Ironers and Water Heaters will make Kelvinator 
the “standard” name of 1940. 


INCREASE YOUR PROFIT IN 1940 WITH KELVINATOR’S ASSOCIATED LINES 

Every one of these great Kelvinator products has the looks, 

the features, and the fine engineering of a real quality line. 
Why not find out about this chance to enlarge your profits ? 
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ADVANCES 


Seine twine—Trot and staging lines. 
Braided cotton sash cord—Cotton clothes lines. 


Grain leather palm gloves—Turpentine. 

Some competitively priced lawn mowers. 

Some carpenters’, mechanics’ aprons. 

Some makes stove pipe, elbows—Lamp burners. 
Cast soil pipe and fittings—Certain tools. 

Some curtain stretchers—Certain hose reels. 
Some flexible oilers—Rubber matting. 

Some woodenware—One line of squares. 





Seine Twine, Etc.—Early in 
January, an advance of 2 cents per 
pound was announced by leading 
producers of seine twine, and trot 
and staging lines. 

* * a 

Cotton Sash Cord—Braided 
cotton sash cord advances this month 
by leading makers have been 1 cent 
per pound, and cotton clothes lines 
are up about 5 per cent. 

* aa * 

Work Gloves.—Leading cot- 
ton glove manufacturers announced 
their opening prices for 1940 on 
Jan. 15, with minor adjustments on 
the staple canvas and jersey num- 
bers. However, considerably higher 
prices are announced on _ grain- 
leather palm gloves, due to advances 
in the leather market. 

+ +o . 

Food Mills—Foley Mfg. Co., 
Minneapolis, Minn., has reduced the 
price on the family size food mill 
from 1.50 to $1.00. The chopper, 
made by the same company, for- 
merly listing at 75 cents, now lists 
at 59 cents. 

* * * 

Carpenters’, Mechanics’ 
Aprons—Some makers of popular- 
priced carpenters’ and mechanics’ 
aprons have put out new price lists, 
with mark-ups of one to 2% cents 
each, varying with style and quality. 
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Lawn Mowers, Etc.—Leading 
manufacturers are holding  un- 
changed their opening prices for the 
1940 season. A few makers of com- 
petitively priced mowers have ad- 
vanced these items as much as 10 


per cent. 
* * * 


Grass, Field Seeds—The new 
Federal law affecting the grading of 
grass and field seeds presents many 
complications to the seed packers 
and distributors, until its provisions 
may be clarified, understood and 
followed. The dry fall has kept 
blue grass seed trending steadily 
higher in prices, due to the increas- 


ing scarcity. 
* * 


Sheathing Paper and Felts 
The serious fall famine in kraft and 
fiber paper stocks is gradually eas- 
ing, and with better supplies, the 
highest of the premium prices are 
easing off in eastern and midwestern 
markets. On Jan. 9, the Koppers 
Co., Pittsburgh, Pa., announced a 
February mark-down, to affect as- 
phalt and tarred felts, ranging from 
5 to 6 cents per roll. New and higher 
paperboard prices went into effect 
at the start of the year, giving added 
strength to the outlook for carton 
and container prices, and thereby af- 
fecting the many packaged lines of 








merchandise. The war has contrib- 
uted an uncertainty as to the future 
of pulp supplies from abroad, as 
well as raising pulp prices. 

& * * 


Prepared Roofing—The mar- 
ket for rags for roofing felts last 
fall was characterized by the most 
meteoric rise of any item of waste 
material. Immediately after the start 
of the war, an intense drive by 
roofing mills to fortify themselves 
against a possible shortage of sup- 
plies, caused the quotation for rags 
to jump more than 50 per cent in a 
few weeks. November and December 
prices settled back somewhat, but 
held 40 per cent or more above “pre- 
war”. Higher felt costs will undoubt- 
edly influence further mark-ups in 
prepared roofing and shingles before 
the spring season opens. 

+ * - 

Stove Pipe and Elbows—Some 
makers are announcing opening 
prices for the 1940 fall season, with 
advances averaging 50 cents per 100 
joints on stove pipe, and about 5 
cents per dozen on elbows. 28-gage 
6-inch blued pipe will probably be 
offered by the jobbers at $11.00 to 
$12.00 per 100 joints, depending 
upon the territory. 





ADVANCES EXPECTED 
Prepared roofing and shingles. 





Hose Reels—Prices on several 
numbers of hose reels of one line 
have been advanced, some of them 
as high as 25 per cent. 

. +) = 

Oilers—Advances have been 
announced on a few numbers of 
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flexible oilers, the increase being 
about 10 per cent. 

* * x 
Rubber matting — Prices on 


rubber matting were advanced about 
15 per cent, on Jan. 2, by one maker. 











DECLINES 


One number food mills. 

One chopper—Certain tools. 

Asphalt and tarred felts. 

Some colors of paint. 

Some electric ranges, refrigera- 
tors. 

Some curtain stretchers. 

Zinc—Certain hose reels. 





Radiator Air Venting Valves 
—There is a shortage on several 
leading makes of radiator air vent- 
ing valves, in the most popular num- 
bers. Dealers would do well to an- 
ticipate requirements well in advance 
of needs. 

* ” *% 

W oodenware—Prices on but- 
ter molds and other woodenware 
have been advanced about 5 per cent 
by one manufacturer. 


* _ * 


Squares—One manufacturer 
has advanced prices on squares ap- 
proximately 10 per cent. 


* * * 


Steel Prices—It is generally 
acknowledged that the steel industry 
has pursued a most conservative pol- 
icy in its pricing during the excited 
September period, and since. While 
the prices of many kinds of raw ma- 
terial used in steel making have ad- 
vanced sharply, the prevailing prices 
of finished steel were reaffirmed by 
leading companies both for the 
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fourth quarter of 1939 and for the 
first quarter of 1940. The American 
Iron and Steel Institute points out 
that although average steel prices 
are less than 3 per cent above the 
1929 level, average wage rates in the 
industry are nearly 30 per cent over 
1929. 
* * * 
Paint Lines—Effective Jan. 2, 
1940, E. I. du Pont de Nemours & 
Co., Wilmington, Del., made several 
price reductions, including on pre- 
pared paint, outside white and ordi- 
nary colors a base price reduction 
of 10 cents per gallon. Cement and 
stucco paint, all colors, takes a base 
price reduction of 10 cents per gal- 
lon. No change is made in the price 
of prepared paint in bright green, 
dark green, crimson red, royal blue. 
and burgundy red. 
* * 





* 


Tur pentine—Recent advances 
in the turpentine market culminated 
in a further 2 cent increase on Jan. 
15. This rise is attributed to the 
reduction in government (Commod- 
ity Credit Corp.) holdings, and to a 
substantial increase in export de- 
mands. 

* * * 

Cast Iron Pipe, Etc.—Effec- 
tive Jan. 3, prices were advanced 
about 71% per cent on cast soil pipe 
and fittings. Steel pipe has contin- 
ued at a steady level for many 
months, and there is some expecta- 
tion that higher prices may be due 
before the current quarter ends. 

* * * 

Plumb Tools — Fayette R. 
Plumb, Inc., Philadelphia, Pa., has 
issued, effective Jan. 5, a new price 
sheet with list and discount changes 
on hammers, hatchets, and edged 
tools, and on heavy hammers. 











sledges, mauls and wedges. The net 
changes do not generally affect size 
11% nail and ripping hammers, but 
other sizes are slightly changed, 
some numbers up to 20 to 30 cents 
per dozen, and others correspond- 
ingly reduced. The changes are not 
sufficient to alter retail values. 
Standard pattern hatchet prices were 
generally revised on Nov. 27 and no 
further changes on _ hatchets or 
edged tools are shown in the Janu- 
ary 5 issue. The new schedule on 
Plumb smooth black nail and rip- 
ping hammers is: 


Size 11 $12.00 per dozen 
Size 1144 10.00 per dozen 
Sie 12 9.60 per dozen 
Size 13 9.20 per dozen 
Size 14 9.20 per dozen 


* *% * 


Mica—Prices are very strong, 
with advances already appearing, 
and supplies are increasingly scarce. 
Imports from India, usually impor- 
tant, are reduced by war conditions, 
and a number of domestic mines 
have been worked out. 





PRICES REAFFIRMED 


Finished steel. 
Some makes, types lawn mowers. 





Lamp Burners — Recent ad- 
vances on most items of lamp 
burners average about 5 per cent. 

* * * 

Curtain Stretchers—Chicago 
Curtain Stretcher Co., Chicago, IIl., 
has issued new price lists, with sev- 
eral changes. Some numbers are ad- 
vanced and others are reduced. 

* & 


Electric Refrigerators — Re- 
ductions ranging from $30 to $60 
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on 1940 model electric refrigerators 
were announced this month by 
the Nash-Kelvinator Corp., Detroit, 
Mich. 

* * * 

Commodity Markets — Com- 
modity prices have leveled off after 
the December upswing, according to 
Moody’s index. A leading producer 
cut zinc to 5.75 cents per pound, less 
than a month after the reduction 
from 6.50 cents to 6.00 cents. Wheat 
declined 54% cents per bushel. Cash 
cotton improved, but silk quotations 
experienced a setback, after a rec- 
ord drop in consumption during 
December. Moody’s index stood at 
166.8 per cent on Jan. 15; a week 
previous this index was at 168.7, 
and a year ago at 143. 

The following table compares the 
cash prices of several major com- 
modities at the end of 1938 and at 


the end of 1939: 
Dec. 31, Dec. 29, 


1938 1939 
Copper, Ib. . $ .11% $ 12% 
Lead, lb. . abou .0470 .0535 
Wheat, bushel ene 11% 1.06% 
Cotton, Ib. ... 0888 -1136 
Rubber, Ib. . owe .1638 .1910 
Silk, Ib. . . 184% 4.321% 
Tin, Ib. , ; 4665 AO, 
Wool, Ib. vane 85 1.15% 
Zine, Ib. a j .0450 .06 

* * * 


Electric Ranges—Reductions 
of $10 to $75 in the prices of elec- 


tric ranges have been announced by 
General Electric Co., Nela Park, 
Cleveland, Ohio. Orders for all 
products received by General Elec- 
tric Co. during the fourth quarter 
of 1939 amounted to $112,166,535, 
compared with $63,419,265 in the 
final quarter of 1938, an increase of 


77 per cent. 
* *& 


Mazda Lamp Sales—General 
Electric Co., Nela Park, Cleveland, 
Ohio, estimates that more than 970,- 
000,000 incandescent lamps were 
sold in the United States during 
1939 under Mazda lamp patents. 
This was a new record volume, in- 
cluding 540,000,000 large and 430,- 
000,000 miniature lamps. 


* » * 


Non-Ferrous Metals—Alumi- 
num is the largest gainer from war 
influences to date, in the metals 
group. Exports of semi-manufactures 
of aluminum for October, for 
instance, totaled $3,352,185, against 
only $199,547 a year earlier. In 
view of the use of this light metal 
in aircraft, the war if prolonged may 
mean an important growth in sales. 
U. S. copper mining faces a differ- 
ent situation than in 1914, as a 
result of the great development of 





Paint, Varnish, Lacquer Sales Increase 


While complete figures for the 
calendar year 1939 are not yet 
available on paint, varnish, lacquer, 
the first eight months of the year 
compared with the same period in 
1938 showed a slightly better than 
10 per cent increase, according to 
George A. Martin, president, The 
Sherwin-Williams Co., Cleveland, 
Ohio. Says Mr. Martin, “Since 
Sept. 1, 1939, information received 
from all sources is that the manu- 
facturers in the paint industry 
have been busy and it is almost 
certain that the ratio of increase 
since Sept. 1 will be considerably 
greater than for the earlier part 
of the year. In our own case, 
business since Sept. 1 has been 
somewhat in excess of normal 
conditions. Neverthless. it is our 
belief that we may look for a good 
volume of sales for some time to 
come. 

“With the coming of the second 
European war, as well as the 
trouble in the Orient for some 
time preceding that, it was feared 
that the paint industry would be 
cut off from some of its important 
raw material sources. However, 


this worry has subsided and our 
industry today is practically self- 
contained as regards raw material 
supplies. Through important new 
developments in synthetic chem- 
istry, we have not only found 
many replacements for important 
raw materials in our industry but 
in many cases have actually been 
able to improve on the former 
materials. The China wood oil 
situation it seems has been re- 
lieved and there is no immediate 
distress as far as the manufac- 
turers are concerned with respect 
to getting the oil they need cur- 
rently. 

“The war situation brought 
some price advances in raw mate- 
rials and some of the trade scur- 
ried to get under cover on con- 
tracts. While this condition has 
been relieved somewhat in recent 
weeks, it is apparent that replace- 
ment costs on a great many of our 
raw materials will be quite a bit 
higher, due to crop shortages in 
Argentine flax and other similar 
developments which have tended 
to firm up prices.” 
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the copper industry in British Afri- 
can possessions since the World 
War and of an increased Canadian 
output. However, sales of copper 
and its alloys increased nearly 50 
per cent in 1939 over the preceding 
year, largely in the last six months. 
Zinc and lead do not experience the 
same measure of productive compe- 
tition abroad, and lead has been 
very firm. Zinc prices have dropped 
34 cents per pound from their “war” 
peak, and the latest %4 cent cut 
dropped prices on Jan. 12, on sheet 
and ribbon zinc by the same (14 
cent) amount. 


* * *% 


Favorable Outlook — With 
holiday distractions left behind, and 
with efforts now bent upon making 
the best possible showing for each 
of the oncoming weeks of the new 
year, hardware men are busy push- 
ing winter lines and clearing close- 
out stocks. Temperature and weather 
are now more seasonably normal, so 
earlier anxieties about winter mer- 
chandise are disappearing. Except 
for the now improving situation in 
the southwest, merchants are finding 
conditions on the farms generally 
good, and there is a better amount 
of farm spending. There is a wide 
improvement in home building ac- 
tivity, which is stimulating the move- 
ment of tools, builders’ hardware, 
and of roofing, lumber and other 
building materials. Retailers in 
manufacturing areas find their busi- 
ness much better than a year ago, 
and their expectations for early 1940 
are decidedly optimistic. 


* * * 


1939 Construction Figures— 
The year 1939 had the largest total 
construction volume since 1930 and 
the largest residential building vol- 
ume since 1929, according to F. W. 
Dodge Corp., New York City, in a 
statement making public the final 
figures for the year on construction 
contracts awarded in the 37 Eastern 
states. The 12-month total for all 
building and engineering work was 
$3,550,543,000, compared with §$3,- 
196,928,000 in the preceding year. 
Of the $353,000,000 increase, $350,- 
000,000 was in privately financed 
construction and only $3,000,000 in 
publicly financed construction. Most 
important, both in magnitude and as 
an indicator of widespread increases 
in the number of new investments in 
buildings, was the increase in resi- 
dential building, from $985,787,000 
in 1938 to $1,334,272,000 in 1939. 
This increase amounted to 35 per 
cent. 
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A Letter to 


The Editor 






Federal Monopoly Committee’s Recent Advice, 
if Followed, Would Violate Sherman Law 


Error, Harpware Ace: On De- 
cember 17, the Federal Monopoly 
Committee made public a report in 
which it warned that if the rise in 
prices of certain named raw materi- 
als persists and broadens, its effect 
on prices of finished goods would 
soon become a matter of vital con- 
cern in keeping the national econ- 
omy on an even keel. This statement 
was followed thus: 

“To some extent, at least, this 
effect will depend upon the will- 
ingness of manufacturers and 
groups of manufacturers to coop- 
erate in the effort to restrain run- 
away prices.” 

It is obvious that these views are 
economically sound and wise, but 
students of the Sherman Law must 
be surprised at learning that the 
Monopoly Committee, whose prin- 
cipal function is an investigation of 
the effectiveness of the Sherman 
Law, should now advise a procedure 
which would be in plain violation of 
that law. 

The essence of the quoted state- 
ment is that manufacturers and 
groups of manufacturers should be 
willing to cooperate to prevent run- 
away prices. This can mean only 
that competing manufacturers should 
agree, either expressly or implied- 
ly, to refrain from undue price in- 
creases. Stated differently, this 
means that competing manufactur- 
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Writes FELIX H. LEVY, who points out this in- 


cident as further evidence that existing anti-trust 


legislation seriously requires prompt revision 


ers should agree with respect to the 


prices of their products. 

Countless decisions of the Federal 
Courts show that such an agreement 
would be in violation of the Sher- 
man Law, for the reason that parties 
to such an agreement would thereby 
impair and restrain their duty of un- 
restricted competition. 


Declared Unlawful 


In the well-known Trenton Pot- 
teries decision an agreement of man- 
ufacturers with respect to the prices 
of their products, was declared un- 
lawful by the Supreme Court, even 
though it was admitted that the 
agreed prices were reasonable, and 
that an advance in prices seemed es- 
sential to prevent demoralization of 
the industry. 

In other decisions of the Supreme 
Court, it was declared that, under 
the Sherman Law, an agreement 
among competitors “. . . is not 
excused because it is induced by 
good motives or produced good re- 
sults.” In another important deci- 
sion the Supreme Court said that an 
agreement among competitors was 


in violation of the Sherman Law not- 
withstanding “‘. . . the good intention 
of the parties, and it may be, of 
some good results.” 

It seems clear, therefore, that the 
otherwise praiseworthy suggestion of 
the Committee, is a recommendation 
to do that which was condemned in 
the decisions above cited. 

The Monoply Committee has 
done commendable work in many 
branches of its pending inquiry. 
Nevertheless, surprise has been ex- 
pressed that, so far as the public 
knows, no consideration seems to 
have been given by the committee 
to the grave defect in the Sherman 
Law whereby any and every agree- 
ment among competitors is declared 
unlawful, even though it clearly ap- 
pears that such agreement was based 
upon good motives and produced 
good results. It sounds like Alice 
in Wonderland. 

For many years, public comment 
has been made upon the striking 
fact that the Sherman Law thus 
compels ruthless competition, in- 
stead of useful cooperation, even 
where the latter procedure is based 
on good motives and produces good 
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results. The effect is to emphasize 
the ancient dogma that competition 
is the life of trade, instead of the 
more modern doctrine that sensible 
cooperation is the life of trade. 

The corresponding legal proced- 
ure in Great Britain, Canada and 
Australia is diametrically opposite 
to our own procedure. In _ those 
countries, the legality of agreements 
among competitors is determined by 
a definite criterion, namely, whether 
such agreements are in the public 
interest and promote the public 
welfare. 


Sensible Liberality 


A recent example of the sensible 
liberality with which this subject is 
treated in Canada, is found in a re- 
port issued in October, 1939, by the 
Canadian Department of Labor, 
with respect to an alleged combina- 
tion among wholesalers and shippers 
of fruits and vegetables. The report 
shows that as a result of such in- 
vestigation, the complaint was dis- 
missed as to one branch of the in- 
dustry, for the reason that, although 
agreements upon prices were proved, 
the evidence showed that the agree- 
ment was not to the detriment of the 
public. The complaint was, how- 
ever, sustained as to another branch 
of the industry upon the ground 
that, for reasons over and above the 
agreement on prices, the evidence 
showed that detriment to the public 
did in fact ensue. 

Shortly stated, the procedure in 
these three English-speaking coun- 
tries, in relation to agreements 
among competitors as to prices and 
other like subjects, is governed by 
the primary question as to whether 
or not such agreements promote or 
hinder the public welfare. In the 
former case, such agreements are 
declared lawful; in the latter, un- 
lawful. 

In sharp contrast, our laws de- 
clare unlawful all such agreements, 
with avowed disregard as to whether 
they promote or hinder the public 
welfare. 

Surely, expert advisers of the 
Monopoly Committee must be aware 
of this condition, so that it is sur- 
prising to learn that the committee 
has made its stated recommenda- 
tion, when the adoption of the rec- 
ommendation would constitute a vio- 
lation of law. 

Of course, the committee did not 
intend to recommend a violation of 
law, and any implication to that 
effect must have been unintended or 
inadvertent. The fact remains, how- 
ever, that if groups of manufactur- 
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ers adopted this recommendation 
and cooperated in controlling the 
prices of their products, even though 
such control is downward, they 
would violate the Sherman Law. 
Does not this circumstance again 
indicate the need of an amendment 
of our antitrust laws so as to draw 
a sensible distinction between agree- 
ments which promote the public wel- 
fare and agreements which impair 
the public welfare? The establish- 
ment of this distinction has, for 
many years past, relegated the trust 
problem of Great Britain, Canada 
and Australia, into a_ relatively 
settled condition. Does not the sub- 
ject justify considered attention by 
the Monopoly Committee, with the 
prospect that If this distinction be 
adopted in this country, the prosecu- 
tion of hurtful combinations will be 
much simplified and, at the same 
time, the public welfare be promoted 
by the legalization of agreements 
which, based upon good motives and 
good results, can be shown to be 
promotive of the public welfare? 
The committee has afforded an 
excellent example of the latter in 
its recommendation that our manu- 
facturers should cooperate in keep- 


ing down any present tendency 
towards runaway prices! But, un- 
fortunately, the Sherman Law for- 
bids. 

The comments here made are not 
intended as an invidious or fault- 
finding criticism of the committee. 
They seek only to utilize an illus- 
tration coming from so high an au- 
thority as the Monopoly Committee 
itself, in order to strengthen the 
need for the amendment here sug- 
gested. It was recommended in 
1927 by an important committee of 
the American Bar Association; and 
has long had the approval of other 
notable authorities. If adopted, it 
would conform with many other ex- 
amples in which our jurisprudence 
has advantageously availed itself of 
the admittedly superior jurispru- 
dence of Britain. Injurious com- 
binations would still be unlawful 
and would be more readily con- 
victed, because made more conspicu- 
ous, when thus placed in contrast 
with cooperative actions, such as the 
committee has recommended. 
whereby the public welfare is pro- 
moted. 

Fevix H. Levy, 
New York City. 


Are Auditors 
Hard of Hearing? 


l \ TER the McKesson 


& Robbins flop every other man who 
discussed the case was asking, “What 
were the auditors paid for?” How a 
$10,000,000 non-existent crude drug 
inventory could have been certified 
on the company’s balance sheet by 
auditors who had eyes to see and 
ears to hear was a mystery that de- 
manded explanation. 

But while professional auditors 
were surprised by the Musica broth- 
ers’ frauds they were not astounded. 
Every auditor knows that such things 
can happen, says Johnson Heywood 
in Nation’s Business. In fact, the 
auditor’s nightly prayer has a post- 
cript—‘“and dear God, please don’t 
give me a clever crook for a client.” 

An auditor is not a detective who 
enters his client’s office sniffing for 
crooks in the manner of Sherlock 
Holmes. As for detailed inventories. 
they are not usually made by the 
auditors because of the great ex- 
pense. Formal, routine audits for 
McKesson & Robbins cost about 
$80,000 each. The searching but 


still not detailed audit made for the 


trustees after the scandal cost some- 
thing like $300,000. The company’s 
inventories were scattered among 
201 locations in the United States, 
Hawaii and foreign countries, and 
were recorded in more than 4,000 
books of 70,000 pages. 
Nevertheless, the auditing profes- 
sion is convinced by the McKesson 
& Robbins clamor that something 
must be done about inventories. Not 
infrequently they constitute more 
than 50 per cent of a company’s 
assets. The American Institute of 
Auditors has voted to take some of 
the weasel words out of the standard 
form of auditor’s certificate and to 
accept more responsibility for un- 
covering fraud than they have here- 
tofore admitted. Hereafter, standard 
procedure will include not only 
some effort to corroborate inventory 
figures but also the definite con- 
firmation with debtors of notes and 
accounts receivable. But an im- 
proved system of checks against col- 
lusion within an organization is still 
the best safeguard against fraud. 
-—Nation’s Business 
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RICES may go up or down... 
improvements may be made... 
styles in door hardware change. 
Yet steadfast through all these 
changes is one familiar quality 
which keeps and holds the ground 
progress gains. It is the complete 
dependability of Richards-Wilcox 
service. 
That is why buyers of door hard- 


ware know that when Richards- 
Wilcox brings out something new 





it will last... be really useful and 
worthwhile. They know it will be 
backed to the limit by Richards- 
Wilcox dependable service. 


Richards-Wilcox has a great 
modern plant, skilled workmen, 
experienced management. No mat- 
ter what your doorway problem, 
Richards-Wilcox can solve it 
quickly, efficiently and economical- 
ly. Sixty years of distinctive door- 
way service is always at your ser- 
vice. It pays to sell R-W products. 


Richards-Wilcox Mfg. Co. 





“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U.S.A. 


Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D. C. 
Indianapolis St. Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta Pittsburgh 


Milwaukee 


Richards- Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 
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T. V. MILLIGAN, presi- 
dent and general manager of 
The Milligan Hardware & 
Supply Co., East Liverpool, 
Ohio, is 73 years of age and 
has spent 57 years in the hard- 
ware business. He was born 
March 24, 1866 and entered 
the world of business at the 
age of 12. His first position 
consisted in sweeping out the 
store of Will L. Thompson, 
famous music writer and pub- 
lisher. After several years 
with the Thompson organiza- 
tion, he spent a year as mail 
order clerk in the East Liver- 
pool post office. His introduc- 
tion to hardware was on 
March 3, 1882 when he obtained a position in the Eagle 
Hardware Store of that city in which his father and 
brother, Frank W. Milligan, had purchased a half interest 
during the preceding year. In 1890 the firm assumed its 
present name and incorporated in 1893. Mr. Milligan 
was secretary and treasurer of the firm until 1925 when 
he assumed the presidency, taking over the interest of his 
brother, who had been inactive since 1907. The firm has 
survived two disastrous fires of approximately $125,000 





T. V. MILLIGAN 
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and was rebuilt immediately after each. The first occurred 
on February 28, 1905 and the second on February 25, 
1925. After rebuilding in 1905, the panic of 1907 made it 
necessary for the firm to seek other quarters. Accordingly 
the business was moved from a prominent corner on the 
main business street to an alley location directly behind 
the old store. Mr. Milligan states that the firm has never 
regretted this move. Mr. Milligan has been extremely 
active in church and organization work. He has been a 
member of the First Presbyterian Church for 62 years, 
was elected a trustee in 1894, was clerk for 20 years and 
has been president for the past 20 years. He served as 
president of the Merchants’ Association from 1904 to 
1907; was one of the organizers of the East Liverpool 
Chamber of Commerce, has served several terms as a 
director of that organization and is at present serving as 
a director. He was one of the organizers of the local 
Kiwanis Club and was its third president. In addition to 
the foregoing he was city treasurer of East Liverpool for 
two years. His hobbies are raising money for the church, 
attracting new industries to his city and—above all—work. 


J. F. KLANKE, vice-president 
and department manager of The 
Rabe Manufacturing Company, 
New Bremen, Ohio, is 75 years of 
age and has spent over 60 years 
in business. He was born on March 
17, 1864, and started out as a 
clerk for William Rabe on March 
13, 1879, at the age of 15. In 1903 
there was a consolidation and Mr. 
Klanke became vice-president of 
the company and manager of the 
hardware department. Although he 
has never been interested particularly in holding public 
office, he was a member of the city council for two terms. 
He states that he has no real hobby aside from playing 
cards, but we suspect that business is his real hobby. 
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Business is picking up 


at the Hardware store / 
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poem 


Father—‘There! Certainly was a good idea to get this Father—"“Just as well get all these related items up here 
glass up out of the cellar—" where folks can see them, too.” 
Son—“Yeah. Now let's see how it works.” Son—"Let's see putty, putty knives, paint, sash cord. . .” 





Father—“Yes sir, Mr. Brown, that's Libbey: Owens: Ford ‘A’ Son—"“Wow! The best day's business in months! And 


Quality Glass—you can tell by this label here.” good profits too!” 
Mr. Brown—"Why that’s the company that makes the fine Father—"Yes, sir! It sure does pay to remind people to 
glass in my automobile.” replace broken glass. And that L-O-F label makes 


selling easier.” 


Bring your glass out of the basement for more sales, bigger profits! And 
protect those profits with L-O-F Quality Window Glass. It’s less brittle, easier 
to cut with less breakage loss. L°O°-F Window Glass is clearer, brighter, 
flatter—and the public knows it— because national advertising has told its 
story of quality to millions of people for years and years. 


ASK YOUR LIBBEY*-OWENS:FORD DISTRIBUTOR 
FOR ALL THE FACTS LOOK FOR THE LABEL 


os 


LIBBEY -OWENS- FORD QUALITY GLASS 
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‘on living room is 


warm and cozy despite the snow 
storm which is raging outside. 
The members of the Stinson family 
are taking their ease after dinner. 
William Stinson, the head of the 
family and owner of Stinson & 
Co., the town’s leading hardware 
store, is seated in an easy chair 
reading a magazine. Across the 
room is his wife who is busily en- 
gaged in knitting. His son, Tom, 
about 25 years of age, is also read- 
ing while the youngest son, John, 
is working at a cross-word puzzle. 

MR. STINSON: Meat, meat, 
meat! 

MRS. STINSON: 1 knew it, 
Will, I knew it! As soon as you 
had that third helping of roast beef 
I knew something would happen. 
Better take some bicarbonate 
right away. 

MR. STINSON: Who said any- 
thing about indigestion? I was 
just commenting on this January 
llth issue of Harpware Ace. It’s 
full of it. 

MRS. STINSON: So you have 
my rival again. Well I guess I 
won't have another word from you 
this evening. 

TOM: What’s in it this time, 
Dad? 

MR. STINSON: Plenty. To 
begin with there’s an article 
“Father Tells “Em” that’s a 
honey. It gives the real low down 
on the way a lot of half-baked 
people are reacting to this so- 
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called Consumer Movement. 
Shows it up for what it is and 
shows how the youngsters of this 
country (and a lot of the older 
ones, too) are absorbing a lot of 
economic “hooey.” Believe me, 
Tom, we’d be in swell shape if this 
stuff went through. I’d be a clerk 
in a cooperative store instead of 
being a store owner and you'd 
probably be in a CCC camp. Well, 
“Father Tells ’Em” all right in 
this article. 


TOM: What else do you see? 

MR. STINSON: Well here’s one 
on the H. P. Brown store in Brook- 
lyn, N. Y. Tells how they sold 
more than 200 electric refrig- 
erators and about the same num- 
ber of gas ranges. They have a 
six-point program that delivers the 
goods for them and succeeds in 
delivering the goods to the doors 
of the customers. 

JOHN: Gee, Pop, I see the Finns 
bombed the stuffin’ out of the 
Russians. 

MR. STINSON: Johnny, don’t 
drag me into world events! I’m 
just concentrating on how to do 
business in Midvale. Say, Tom, 
speaking of bombing, there’s a 
mighty good story on how Luff’s 
Hardware in Little Neck, N. Y., 
sold $300 worth of model airplane 
kits by sponsoring a model plane 
contest. When spring comes along 
we should do something like that. 
You not only sell merchandise but 


you make future customers for 
yourself. It’s a good idea. 

TOM: If you want to sell more 
merchandise, Dad, you have to 
call it to the attention of the people 
in the store. You know, I think 
we're missing a lot of bets as far 
as display is concerned. 

MR. STINSON: Yes, and don’t 
forget that you have to have some- 
thing in the way of a system if you 
want things to move. Here’s a 
swell story on a system that moves 
out the shelf-warmers. It’s called 
“Shelf Warmers ‘Are’ Out!” 
Tells how the Hutchinson Hard- 
ware Co., Inc., in Lynn, Mass., 
does it. They have a stock control 
system that lets them know where 
they stand every minute and it 
certainly helps move the “shelf- 
warmers” along and out. Then 
here’s another one, mostly pictor- 
ial, tells about the Chandler & 
Barber Co. in Boston. They con- 
centrate on builders’ hardware and 
allied lines. What a place they 
have! If you don’t believe it 
look at those pictures. 

TOM: Correct as usual, Dad. 
It is some place. But what’s this 
story right in front of it? 

MR. STINSON: It’s by Veach 
C. Redd on the subject of “The 
Small Town Merchant.” And it’s 
good. There’s a lot of good meat 
in that story and it’s well worth 
reading. He says there are three 
classes of small town merchants. 
The first is behind the times, the 
second knows what it’s all about 
and the third is efficient and is 
going places. Wonder which class 
we fall into? 

TOM: The second and third. 

MR. STINSON: How come, sec- 
ond and third? 

TOM: Well, we need help and 


“ we're getting it from HARDWARE 


Ace. And we’re efficient because 
Harpware Ace helps make us 
efficient. 

MR. STINSON: By golly, Tom, 
you've hit it. You'll be top notch 
hardware man all right. 
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Simplify Your Stock Taking with the 
Harpware Ace Wuire Inventory SHEETS 


Actual size of sheets 93 by 12 inches over all; writing area 
8!/. by 1/4 inches. Sheets printed on both sides of good 
white bond paper, with 28 entry lines on each side. PRICE $1 
for 200 sheets (400 pages) plus 25¢ mailing charge. 
























You can make your annual inventory taking an 
easier, surer job by using the HARDWARE AGE 
WHITE INVENTORY SHEETS which 1,000 


leading retail hardware dealers helped us design. 


From the many suggestions received this sheet 
was designed to sell at a new low price — 200 
sheets for only $1, plus a 25¢ mailing charge. As 
these sheets are printed on both sides of good 
white bond paper, this means you really get 
400 pages of inventory record sheets. Each side 
of the sheet has room for 28 items. Your $1.25 
investment provides inventory space for 11,200 
items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used millions 
of HARDWARE AGE Inventory Sheets because 
they found them simple, convenient and handy 


to use. The WHITE INVENTORY SHEETS are 


the best ever—they are even more simple, more 
convenient and easier to use. Our entire effort 
was directed toward making your annual inven- 
tory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will 
fit the HARDWARE AGE Inventory Sheet Bind- 
ers which are used by thousands of dealers who 
reorder their Inventory Sheets from us year in 
and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. 


Make your inventory taking this year easier 
and surer with these WHITE INVENTORY 
SHEETS. Use the coupon below to order your 


supply today. 
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HARDWARE AGE 
239 West 39th Street, New York, N. Y. 









Gentlemen: 

Here is my $.............. Please send me........... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 
charge). Also send me..........Binders (50¢ each). Send these to me by return meil. 
sh osc ue. sua pada bagi da tepa acl MINN TE TI iss ccsssnnesenndsursisrsadions 
ADDRESS .. ECR Ae. Brod scars ee nadiane tia tiont tuo STATE 
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U. S. SUPREME COURT TO REVIEW ADVERSE 
DECISION MINNESOTA SUPREME COURT MADE RE: 
CHAIN STORE TAX LAW BASED ON GROSS SALES 


Reversal of U. S. Highest Court Decision of 1936, in 
this case, would likely lead to wide-spread wave 


of similar chain 


(Washington Bureau 
of HARDWARE AGE) 


A wave of state legislation 
adopting gross sales taxes for 
chain stores—a movement which 
was halted in 1936 after the Su- 
preme Court held such levies to 
be inequitable and unconstitu- 
tional—may result if the present 
Supreme Court reverses the 1936 
decision in a pending case, in- 
volving the National Tea Co., and 
the State of Minnesota, which 
the high court has agreed to re- 
view. 

The case was taken to the Su- 
preme Court by the State of Min- 
nesota after the Minnesota Su- 


preme Court held that the 
progressive gross sales tax im- 
posed on chain stores in that 


state was a violation of the Four- 
teenth Amendment. Minnesota, it 
is recalled, was one of the few 
states which enacted such a tax 
after the Supreme Court’s deci- 
sion in 1936. At that time, the 
high court held that a chain store 
tax act classifying merchants for 
tax purposes solely on the basis 
of volume of gross sales was so 
arbitrary, unequal, and discrim- 


Constitution. 

The Minnesota chain store tax 
law to be reviewed by the Su- 
preme Court is described as a 
gross sales tax graduated accord- 
ing to volume of gross sales. 
Chain store owners, for the pur- 
poses of the tax, are divided into 


store tax laws in m 


“taxes shall be uniform on the 
same class of subjects,” the Min- 
nesota Supreme Court held that 
the classification is unreasonable 
and arbitrary; that it has no 
“rational relation” to the subject 
of the enactment; that the ele- 
ment of profit, income, or earn- 
ings is not considered in fixing 
the tax; and that sales which 
are wholly unprofitable or which 
are made at a loss are taxed ex- 
actly on the same basis as profit- 
able sales. 

The Minnesota court 
said that the different 
are taxed at different rates for 
performing the same act, the tax 
being dependent upon the fre- 
quency and amount of the vari- 


further 


| ous sales during the tax period; 


that the tax cannot be justified 
as a tax on sales, since the rate 
applicable to each sale was held 


owners 


any states. 


size of preceding sales in the tax | 


year; that it is a tax upon gross 
receipts and as such is unconsti- 


tutional for lack of uniformity | 


and for irrational basis in the 


creation of the classes subjected | 
to a different rate, since the tax | 
“ . . 

affects each transaction in pro- | 
portion to its magnitude and ir- | 
respective of whether it is profit- | 


able or otherwise.” 

If the Supreme Court reverses 
its 1936 decision and agrees with 
| Minnesota state officials that the 
tax is a valid exercise of a power 
of the state to restrict an undue 
expansion of chain stores the re- 
sult may be that gross sales tax 
laws against chains will be en- 
| acted more generally by state 
| legislatures and some _ reports 
| have it that the pending Patman 
| anti-chain store tax bill may be 
| revised to include a gross sales 


to depend upon the number and | tax. 





GIBSON ELECTED TO 
VITA-VAR BOARD 


Thos. H. Gibson has _ been 


7 elected to the board of directors 
inatory as to offend the Federal | 


of the Vita-Var Corp., paint 


the past several years and his 
new duties as vice-president and 
general manager will include 
| complete charge of all plant and 
technical operations for the com- 


| manufacturer, Newark, N. J. Mr. | P8®Y- 
| Gibson has been vice-president in 
| charge of all sales divisions for | 


11 different classes—a classifica- | 
tion which is based solely on the | 


The dif- 


volume of gross sales. 


ferent owners are taxed at differ- | 
ent rates for performing the same | 


acts, and selling the same kind 
of merchandise at 
prices. The “gross sales” made 
during the taxable period is the 


identical 


only measure applied under the | 


law. 

In addition to deciding that 
the tax violates the equal protec- 
tion clause of the Fourteenth 
Amendmeut and the provision of 
the Minnesota Constitution that 


Mr. Gibson became associated 
with the Vita-Var Corp. 26 years 
ago and has had many years’ ex- 


| perience in both the production 





THOMAS H. GIBSON ! 


| cover 
| during 


and sales divisions. With the 
rapid growth and expansion of 
the Vita-Var Corp. he will devote 


considerable time to plant ex- 


pansion and to the development 
and extension of the technical 
and research departments. 


WEADOCE, JR., IN EAST 
FOR KITCHEN BUREAU 


B. F. Weadock, Jr., southern 





| field representative of The Mod- | 
| ern Kitchen Bureau, 420 Lexing- 


ton Ave., New York City, will 
the East and Southeast 

1940. He has _ repre- 
sented The Modern Kitchen Bu- 


reau since 1935. 





| Cosgrove With Crosley 





R. C. COSGROVE 


Raymond C. Cosgrove has 
been appointed vice-president 
of the Crosley Corp., Cincin- 
nati, Ohio, and general man- 
ager of the manufacturing di- 
vision. He had previously been 
associated with the Westing- 
house Electric & Mfg. Co. 





NEW SALES, ADVTG. HEADS 
FOR DOMINION ELECTRIC 


As of January 1, Charles L. 
Martin will assume the duties of 
sales manager, and M. V. Ruther- 
ford who has been for the last 
14 years affiliated with the com- 
pany will be sales promotion 
and advertising manager for 
Dominion Electrical Mfg., Inc., 
Mansfield, Ohio. Mr. Martin has 
for the past 10 years been con- 
nected with the Samson-United 
Corporation. 


MULLEN, ASST. SALES MGR. 
PITTSBURGH STEEL CO. 


L. A. Mullen was appoint- 
ed assistant manager of sales 
for Pittsburgh Steel Co., Pitts- 
burgh, Pa., on January 1, 
1940. Mr. Mullen has been as- 
sociated with Pittsburgh Steel, 
since January, 1938; first, as as- 
sistant district sales manager at 
New York and later as district 
sales manager at Chicago. Be- 
fore coming to Pittsburgh Steel 
Company, Mr. Mullen for 10 
years had been associated with 
Republic Steel Corporation in 
various sales capacities. 
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COLLINSON HEADS CHICAGO SALES, 
CARBORUNDUM CO.; GRIDLEY RETIRES 


Charles Knupfer, vice-president ; 


and general sales manager of 
The Carborundum Co., Niagara 
Falls, N. Y., announces the trans- 





H. W. COLLINSON 


fer of H. W. Collinson from the 
position of district sales manager 
of the Cleveland territory to be- 
come district sales manager at 
Chicago in charge of the Chicago 
territory. Mr. Collinson succeeds 
F. E. Gridley who has_ been 
granted an extended leave of ab- 
sence, 

Mr. Gridley is one of the vet- 
eran members of The Carborun- 
dum organization. He joined the 
sales staff in August, 1906, and 
took over a general industrial 
sales territory in and about Buf- 
falo, N. Y. On March 1, 1921, 
he was appointed as district sales 
manager at Chicago. 

In taking leave of Mr. Gridley 
the sales staff at Chicago gave 
him a testimonial dinner on the 
evening of December 29. The 
affair was planned by Ben Leve, 
R. C. Bradbury and Robert 
Rainnie, three of the oldest, in 
point of service, among the sales- 
men in the Chicago district. Ben 
Leve acted as toastmaster at the 
dinner. 

In responding Mr. Gridley 
spoke of the old and the pres- 
ent days and expressed his 
deeply felt appreciation for the 
loyal support he had always had 
during his long term of service 
to the company. He paid high 
compliment to Mr. Collinson, his 








successor, and asked for Mr. 


1940 





Collinson the same considera- 
tion and cooperation that he had 
enjoyed. 


Mr. Bradbury on behalf of the | 


guests presented Mr. Gridley 
with a fitted suitcase asking that 
the gift remind its recipient of 
the respect and esteem in which 
he is held by his former co- 
workers. 

To succeed Mr. 
Cleveland, announcement has also 
been made of the appointment of 
E. F. Konker as district sales 
manager. Mr. Konker was for- 





F. E. GRIDLEY 


merly a member of the Carborun- 
dum sales staff. 

The territory vacated by Mr. 
Konker will now be covered by 
K. C. Woltz, previously a mem- 
ber of The Carborundum Com- 
pany sales engineering staff. 


MOORE HEADS TIMKEN 
STEEL SALES 


W. B. Moore, associated for 
some 20 years with The Timken 
Roller Bearing Co., Canton, 
Ohio, in various sales activities, 
has been appointed director of 
sales of the steel and tube divi- 
sion. Mr. Moore came with the 
Timken company as an engineer 
in 1919. After several years of 
engineering and sales training 


THE TRADE 


Collinson at | 


which position he held for sev 
eral years. Since 
been manager of industrial sales 

The position vacated by Mr 


Moore will be filled by S. C. 


Partridge who came with the 


company in 1921. 


company’s automotive 


| dustrial sales in Canada. More 


dustrial sales. 


| BERGER HEADS N. Y. CITY 


SALES FOR BREINIG 
A. R. DeVos, 


N. J., announces the appointment 
of David H. Berger as director of 
New York Metropolitan 
sales in addition to his other ex- 


| ecutive duties. 


|GRAY AND GARE ADVANC- 





in the Canton office, he was 
placed in charge of the com- 
pany’s Pacific Coast district 


ED BY PRATT & LAMBERT 


& Lambert, Inc. an- 
the appointment of 


Pratt 
nounces 


Howard E. Gray, Tamapa, Fla., | 


to the position of sales manager, 
eastern division, Long Island 
City, N. Y., and of Frank W. 
Garen, as district manager, with 
headquarters at Longmeadow, 
Mass. 

Since coming with the com- 
pany on January 1, 1920, How- 
ard E. Gray has_ represented 
Pratt & Lambert, Inc. in the 
southeastern states, with head- 
quarters at Tampa, Fla. Frank 
W. Garen completed his eigh- 
teenth year with Pratt & Lam- 
bert-Inc. on Jan. 1, 1940, having 
served during this period as 
salesman in the New England 
territory. 


1933 he has 


For a number 
of years he was in charge of the | 
and in- 
recently he has held the _posi- | 
tion of assistant manager of in- 


president of 
| Breinig Brothers, Inc., Hoboken, 


-| Elected Director of 
| Lamson & Sessions Co. 





trade | 


GEORGE 8. CASE, JR. 


George S. Case, Jr., general 
manager in charge of the Bir- 
| mingham, Ala., plant of The 
Lamson & Sessions Co., Cleve- 
| land, Ohio, has been elected to 
| the board of directors of the 
company to fill the place left 
| vacant by the death of Chester 
| C. Bolton. Mr. Case represents 
| the fourth generation of his 
family serving the company in 
an executive capacity since his 
father, George S. Case, Sr., is 
board chairman. 


BILLMAN JOINS BELKNAP 
’ SALES STAFF 

O. W. Billman has joined the 
sales staff of the Belknap Hard- 
ware & Mfg. Co., Louisville, Ky. 
Mr. Billman was formerly with 
Morley Brothérs, Saginaw, Mich., 
| during past 10 years in southern 
| Michigan as salesman. 














Justice Department Recommends the 
Registration of All Firearms 


(Washington Bureau 
of HaRDWARB AGE) 

The Department of Justice, 
through Attorney-General Frank 
Murphy, has recommended to 
Congress that all firearms be sub- 
jected to registry and to the ex- | 
action of a small tax on their | 
transfers to enable law enforce- | 
ment agencies to have knowledge | 
of transfers. 

In the department’s annual re- 








port transmitted to Congress on 
Jan. 3, Mr. Murphy declared that 
“the only argument that seems to 
be advanced against a law of this 
kind is the supposed burden that 
may be imposed on the honest 
law-abiding citizen.” “And yet,” 
the Attorney General added, “such 
a person has no objection to 
registering his automobile. To 


| register his firearm, if he has one, 


is no greater hardship.” 
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MOON HEADS AMERICAN CHAIN SALES 
KIRKPATRICK ELECTED A VICE-PRES. 


William D. Kirkpatrick, who 
has been general manager of 
sales of the American Chain Di- 
vision, has been elected a vice- 





W. D. KIRKPATRICK 


president of the American Chain 
& Cable Company, Inc., New 
York City. Mr. Kirkpatrick has 
been with the company for more 
than 25 years. He entered the 
employ of the Weed Chain Tire 
Grip Co., in 1914, as a salesman 
in the Philadelphia district. In 
1915 the Weed Chain Tire Grip 
Company was merged with the 
American Chain Co. now Amer 
ican Chain & Cable Inc. 
He became sales manager of the 
Philadelphia districi in 1917 and 


Co., 


was made sales manager of the 
Chicago district in 1928. In 1934, 
he was transferred to Bridgeport, 
Conn., as sales manager of the 
automotive accessories division, 
and in 1936 he became genera! 
manager of sales of the Amer- 
ican Chain Division, with head- 
quarters at York, Pa. He will 
continue his headquarters at 
York where he has supervision 
of the sales activities which are 
directed from that city, covering 
Weed tire chains, welded and 
weldless chains, Manley automo- 
tive service station equipment, 
Wright hoists and malleable cast- 
ings. 
George C. 
president of the American Chain 
& Cable Company, Inc., has been 
appointed general manager of 
sales of the company. Mr. Moon 
is regarded as one of the most 
prominent men in the wire rope 
industry and his association with 
that field extends back for many 
years. After 
George C. 
number of years, he became vice- 
president of the American Cable 
Company when it absorbed the 
George C. Moon Company. He 
became associated with American 
Chain & Cable Company, Inc., 
about 14 when that 
concern took over the American 
In addition to 
vice-president, 


years ago 


Cable Company. 
his duties as a 


which office he has held for sev- | 


Moon, also a vice- | 


operating _ the | 
Moon Company for a | 


jeral years, he has had  super- 





larly active in the development 
of markets for preformed wire 
rope. He will continue active 
supervision of wire rope sales in 
connection with the wider re- 
sponsibilities of his new duties. 
His headquarters will remain at 
230 Park Ave., New York Central 
Building, New York City. 


| has been placed in charge of 
operations, to take over the 
duties of C. G. Williams, a vice- 
whose resignation is 
announced. He has had many 
years of experience in the stee! 
| industry, particularly in the man- 
and wire spe- 


president 


of wire 
As vice-president in 
operations, 


| ufacture 
cialties. 
charge of 
tivities of the company’s 14 
plants, in Connecticut, Pennsyl- 
vania, New Jersey, 
Indiana, Texas and Canada. 


| HARDWARE LINES WANTED 
FOR ENGLAND-IRELAND 


L. J..Hydleman & Co., Ltd., 206- 


| 212 St. John St., London, E.C.1, | 
| England, leading wholesale dis- | 


|tributor in England of small 
builders 
stoves, lanterns, and _ general 
| hardware, is seeking permanent 
connection with 
| ufacturers of those lines. The 
| firm covers the whole of Great 
Britain and Ireland, traveling 


their own salesmen. 


| tools, 





vision of sales of the wire rope 
divisions and has been particu- | 


C. N. Johns, a vice-president, | 


he will | 
supervise the manufacturing ac- | 


Michigan, | 


hardware, oil | 


American map- | 





NEW SECRETARY OF 
NEW YORK ASSN. 


| The board of the New York 
| State Retail Hardware Associa- 
| tion, Syracuse, N. Y., has an 
nounced the appointment of 
Nicholas H. Kiley, Cazenovia. 





N. H. KILEY 


| N. Y., as secretary to succeed the 
| late John B. Foley. 

Mr. Kiley was formerly for 
eight years an executive in the 
management division of Macy’s, 
New York, concerned with sell- 


ing floor operation, personnel, 
| training salespeople, and with 
labor laws. Before going with 


Macy’s, in 1930, he was engaged 
in sales work, first with the 1900 
Washer Co. and for seven years 
selling advertising space. He is 
a graduate of Cornell Univer- 
sity. 


ANDERSON & IRELAND CO. HOLD CHRISTMAS PARTY 





Employees of Anderson & Ireland Co., Baltimore, Md., wholesale hardware distributors, at a Christmas party given by Louis 


Moller, president of the company, on the evening of December 27 at the Hotel Emerson, Baltimore. 


Santa Claus was there, in 


traditional costume, the patron saint of Christmas being portrayed by W.H. Jennings, of American Steel & Wire Co., who pre- 


sented each member of the Anderson & Ireland organization with a gift from Mr. Moller. 
laden with the Christmas gift pack, with music provided by sleigh bells. 
tions, dancing and group singing. 
with the organization for approximately half a century. 


M 


r. Jennings arrived, in costume, 
The entertainment program included musical selec- 
The Anderson & Ireland Co. was founded 135 years ago and its president has been affiliated 
Officers of the company are: Louis Moller, president; Ed. Moller, vice 


president; Frank J. Carr, treasurer, and C. Howard Starr, secretary, Messrs. Louis and Ed. Moller are brothers and the treasurer is 
a son-in-law of Louis Moller. 
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Available in a complete line 
— including Corrugated, V- 
Crimped or Flat—in galvan- 
ized standard open-hearth or 
rust-resisting Copper Steel. 
Full size, full weight. Care- 
fully rolled — squarely cut — 
evenly galvanized. Complete 
accessories are available for 
all types. 


U-S-S STORMSEAL ROOFING 


Gaining popularity with 
farmers every day. No won- 
der—it gives farmers all the 
money-saving advantages of 
steel plus a special, patented 
leak-proof over-lap that is a 
match for the worst weather. 
Handy samples are available 
to help you demonstrate how 
StormSeal keeps out wind, 
rain and seeping moisture. 



















POINT T0 
THIS MARK 


— and customers 
will know you handle 
a superior line 


of roofing 





HERE is one quick way you can point out to 

customers that you sell sheets of unquestioned 
quality. Show them the U-S-S trade-mark. For it tells 
your customer that the sheets are made by a reliable 
manufacturer—that you handle a quality line. 

It will pay you to get in touch with your jobber at 
once and arrange to put in a stock of these sheets. 
There is a rapidly growing trend toward the use of 
steel for roofing. Cash in by having an adequate stock 
of the kind of steel sheets that you can be proud to 
sell. U-S:S Roofing and Siding Sheets are full weight, 
evenly cut and heavily galvanized by scientific pro- 
cesses that insure lasting protection against time and 
weather. Call or write your jobber. He’ll give you full 
information, help you select the proper stock and give 
you prompt service. 


SALES HELP$—there’s a wealth of material available to 


help you sell more roofing sheets, fence and a lot of other steel 
products for the farm. Booklets, folders, signs and many other 
practical sales-builders. Ask your jobber—or write us. 


} ROOFING and SIDING SHEETS 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


COLUMBIA STEEL COMPANY, San Francisco 


United States Steel Export Company, New York 

















Nalicnal Screen 





Products have that 
EXTRA something 


that makes sales 
jum p! 






® Extra features, 
extra workmanship, 
and extra quality .. . 
at NO EXTRA COST!* Such plus value makes 
every National Screen product your silent salesman 


wins you grateful, life-long customers! 


* ASK YOUR JOBBER about the complete line . 
about the KWIK-LOK device on National Window 
Screens, the rounded edges on National Screen Doors, 


et cetera. A wide variety of styles and—quick deliveries! 
National 
SCREEN DOORS WINDOW SCREENS 
VENTILATORS 
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NATIONALSCREEN Co.,INC., Suffolk, Va. 


1940 catalog show- | 

send usa copy of your one 
in ph egg line of National Screen 1 
Window Screens and Ventilators. 


Name 


Address 
State 
City 


NEW YORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 
SAND & HULFISH 
22 Light St., Baltimore, Md. 








1939 UNIT SALES OF BICYCLES 
ARE 40 PER CENT ABOVE 1938 


A distinct feeling of optimism 
prevailed during the mid-winter 
meeting of The Cycle Trades of 
America held at the Commodore 





NEELY POWERS 


Hotel, New York City, as 1939 
closed the second largest unit 
sales in the biycle industry’s 
history — approximately 40 per 
cent above 1938. There is esti- 
mated about one bicycle to every 
17 population or about one to 
Many 
towns now license 


every four automobiles. 
cities and 





bicycles the same as motor cars 
| and the time is seen when licens- 
| ing will be by the state. 

Cycling clubs, cycle paths for 
the exclusive use of cyclists, are 
| all growing very fast. The Amer- 
}ican Youth Hostelers find the 
| bicycle the ideal way to travel 
i and 85 per cent of them do it 
| that way. 

The Cycle Trades of America 
which represents the bicycle in- 
dustry is composed of three asso- 
ciations: The Bicycle Mfrs. Asso- 
ciation; The Cycle Parts and 
Accessory Mfg. Association and 
| The Cycle Jobbers Association. 
At the annual mid-winter meet- 


ing these associations elected the 
following new officers: 

The Bicycle Mfrs. Assn. 
president, Neely Powers, The 
Colson Corp., Elyria, Ohio; vice 
president, Frank Carlton, Chi 
| cago, Ill.; secretary and trea- 
surer, A. H. Mellman, Cleveland 
Welding Corp., Cleveland, Ohio. 
| The Cycle Parts and Acces- 
sories Mfg. Assn.—president, C. 
B. Williams, Williams Steel & 
Rim Co., Utica, N. Y.; vice-presi- 
dent, H. C. Abbott, Hartford 
Steel Ball Co., Hartford, Conn. ; 
treasurer, E. J. Lobdell, Lobdell 
Emery Mfg. Co., Alma, Mich.; 
secretary, George Zahn, Stewart- 
Warner Corp., Chicago, III. 

The Cycle Jobbers Assn.— 
president, N. C. Cohen, Rhode 
Island Cycle Co., Providence, 
R. I.; vice-president, H. P. Han- 
son, Chicago Cycle & Supply Co., 
Chicago, IIl.; treasurer, F. A- 





E. H. BROADWELL 


Baker, F. A. Baker & Co., New 
York City; secretary, Alec Scai- 
son, Progressive Cycle & Auto 
Supply Co., New York City. 

The Cycle Trades of America 
—president, H. C. Brokaw, Shel- 
by Cycle Co., Shelby, Ohio; 
first vice-president, Neely Pow- 
ers, The Colson Corp., Elyria, 
Ohio; second vice-president, N. 
R. Clarke, Westfield,”: Mass. ; 
treasurer, F. A. Baker, F: A. 
Baker & Co., New York City; 
secretary, N. C. Cohen, Rhode 
Island Cycle Co., Providence, R. 
I., and assistant treasurer and 








H. C. BROKAW 


manager, E. H. Broadwell, 122 E. 


| 42nd St., New York City. 


FRAIM REPRESENTATIVE 

IN MID-WESTERN STATES 

The E. T. Fraim Lock Co., 
Lancaster, Pa., has appointed 
Tom Gadd of Red Oak, Iowa, 
representative in the middle 
western territory. 


HARDWARE AGE 
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WESTINGHOUSE APPOINTS MILLS 


ASST. MERCHANDISING HEAD 


Appointment of Reese Mills 
as assistant sales manager of the 
Westinghouse Electric & Man- 
ufacturing Co., merchandising di- 





REESE MILLS 


vision, Mansfield, Ohio, has been 
announced by Frank R. Kohn- 
stamm, sales manager. 

Mr. Mills, who for 15 years has 
been manager of the Westing- 
house range and water heater de- 
partment, will be responsible for 
co-ordination of the merchandis- 
ing division’s sales activities in 
his new position. The appoint- 
ment, which is effective immedi- 
ately, fills the vacancy created by 
the recent resignation of Ray- 
mond C. Cosgrove. 

Mr. Kohnstamm also announced 
the appointment of R. M. Beatty, 
sales development manager of the 
range and water heater depart- 
ment since June, 1937, to succeed 
Mr. Mills as manager of that de- 
partment. 

Mr. Mills started with West- 
inghouse in 1919, and spent a 
year in the students’ course of- 
fered by the company. He worked 


in various departments and in | 


March, 1920, came to Mansfield, 





R. M. BEATTY 





1940 


| dramatized 


starting as an order clerk, and 
later entering the sales end of 
the business. He soon became 
interested in working with elec- 
tric ranges and rose to the man- 
| agership of the range and water 
| heater department in 1925. In 
| his new capacity he will continue 
| to make his headquarters at 
| Mansfield. 

Mr. Beatty spent four years in 
various phases of the range and re- 
| frigerator business—manufactur- 


| joining Westinghouse in 1930. 
His first position with West- 
inghouse was as sales education 





le . | 
| ing, wholesale, and retail, before 


| 
| supervisor of the refrigerator de- | 
| partment, and in that capacity he | 


traveled throughout the country. 
He later became sales promotion 
manager of the Northwestern 
District, with headquarters in 
Chicago, and in June, 1937, he 
came to Mansfield as sales devel- 
opment manager of the range and 
water heater department. He, 
also, will continue to maintain 
his headquarters in Mansfield. 


COAST-TO-COAST STORES 
ANNUAL CONVENTION 


The Coast-to-Coast Stores Cen- 
tral Organization, Inc., Minne- 
apolis, Minn., will hold its annual 
convention at the Nicollet Hotel, 
Minneapolis, February 19 and 20. 
Approximately 600 Coast-to-Coast 
Store owners and associates are 
expected. According to Mr. 
Arthur C. Melamed, president, 
owners and representatives of 
Western stores will attend the 
convention dressed in_ typical 
western style and cowboy attire. 

The entire second floor of the 
Nicollet Hotel will be devoted 
to merchandise displays. The 





two days will be devoted to a 
discussion and presentation of 
| advertising plans for 1940, win- 
|dow displays, and the study of 
salesmanship. New lines of mer- 
chandise for 1940 will be pre- 
sented. A novel part of the pro- | 
gram will be a merchandising 





| clinic devoted to a detailed study | 


of store operating problems, and 
demonstration from 
the stage of an actual store meet- | 


| ing, window trimming, and light- 


ing. 

In addition to the speakers on | 
the staff of the Central Organiza- 
tion, L. L. Shoemaker, manager 
of the sales educational depart- 
ment of the National Cash Regis- 
ter Company, Dayton, Ohio, and 
Ralph Carney, general sales man.- | 
ager of the Coleman Lamp and | 
Stove Company, Wichita, Kansus, 
will speak. 


NATIONALLY ADVERTISED 


TESTOR’S CEMENT... fastest-selling house- 


hold cement on the market and the most profitable 
for you! Nationally known and preferred. Retails for 
10c. Sells all-year around for mending crockery, 
china, glass, etc. Get No. 2 Deal... 


TESTOR’S GLUE... the only 


glue put up in bottles with lever- 
action non-stick caps! Sells for 10c. 
Get No. 7 
Deal. Also bulk 


packaged. 


| : 
TESTOR’S MODEL AIRPLANE. 
CEMENT... lifetime toughness, 


extra strength for all kinds of model 
building. Comes in 5c and 10c 
tubes, 10c bottles. Get No. 5 Deal. 
Also bulk packaged. 

SEE YOUR JOBBER 


TESTOR CEMENT CO. 


“The Howe of Adhesives” Rockford, Illinois 


MAKERS OF 
TESTOR'S CEMENT e TESTOR'S LIQUID GLUE e TESTOR'S 
PAPER CEMENT e TESTOR'S MODEL AIRPLANE CEMENT 
@ TESTOR'S METALLIC CEMENT and other Adhesives 

















Wuat | NEED 
IS A PAIR 
OF THOSE 

DEPENDABLE 

UNION HARDWARE 

ROLLER SKATES’ 






E. business that has a tendency to slip 
away, you too, will find Union Hardware Roller 
Skates the perfect answer. These popular skates 
have become nationally famous over a period of 
more than 75 years. Wherever roller skates are 
sold, “UNION HARDWARE” is a name associ- 
ated with true quality that guarantees dependable 
performance. Union Hardware Roller Skates are 
built right to work right. They are sturdy, flex- 
ible and attactive. They incorporate all the latest 
improvements in construction and material. Plan 
to cash in on more business this season with 
Union Hardware Roller Skates. Place an early 
order with your jobber RIGHT NOW! 


Union Hardware Roller Skates are made in a 
wide range of sizes and styles. Models for 
rink and outdoor use—for both youngsters 
and grown-ups are described and illustrated 
fully in Catalog 18. Write for your copy. 







ASK YOUR JOBBER 
ABOUT UNION 
HARDWARE’S 
ROLLER SKATE PRO- 
MOTION FOR NA- 
TIONAL HARDWARE 
OPEN HOUSE, APRIL 
25-MAY 4, 1940. 


HARDWARE COMPANY 
GJ EWViGw iV 


ESTABLISHE 


smed-1-11 ich xe) Mexzel 1p 


NEW YORK OFFICE IS| CHAMBERS STREET 





HALL APPOINTED HOTPOINT RANGE 


Hotpoint range and water heat- 
er specialist for northern Illinois 
by the Edison General Electric 








| distributor of all Hotpoint ap- 


Cc. B. HALL 


Co., 5600 W. Taylor St., Chicago, 
Ill. He has had 13 years’ ex- 
perience in the sale and mer- 
chandising of Hotpoint home 
appliances and was previously 
associated with the General Elec- 
tric Supply Corp., Indianapolis. 
New Hotpoint distributor ap- 
pointments are: The Graybar 
Electric Co., 1010 Rockwell Ave., 
Cleveland, Ohio, and its branch 
at Akron, Ohio, as wholesale dis- 
tributor in that area. A. L. 
Perry is district manager and R. 
Tracewell is merchandising man- 
ager for that Graybar office. The 
Graybar Electric Co. at 824 S. 
4th St., Minneapolis, Minn., has 
also been appointed wholesale 


pliances in the western half of 
Wisconsin, all of Minnesota and 
North and South Dakota. E. C. 
Sharpe is district manager. 

Fred T. Eggar, formerly branch 
manager of the Hotpoint dis- 
tributing branch in Minneapolis, 


AND WATER HEATER SPECIALIST 
C. B. Hall has been appointed ; has been appointed merchandis- 


ing manager in charge of Hot- 
point appliance sales for the 
Graybar company in Minneapolis. 

Twenty-three Kentucky coun- 
ties will be served by the Fer- 
gerson Co., Paducah, new Hot- 
point wholesale distributor in 
that locality. C. B. Fergerson is 
general manager and R. H 
Strickland is in charge of appli 
ance sales. 

John Moore, for the past three 
years Hotpoint refrigeration spe 
cialist for the Edison General 
Electric Appliance Co.’s, Dallas, 
Tex., district, has been appointed 
appliance manager for the Strat- 
ton-Warren Hardware Co., new 
Hotpoint distributor in Memphis, 
Tenn. 


LIPPITT HEADS COAST-TO- 
COAST STORE FINANCE 
The Coast-to-Coast Stores Cen- 
tral Organization, Inc., Minnea- 
apolis, Minn., through A. C. 
Melamed, president, has an- 





RUSSELL D. LIPPITT 


nounced that Russell D. Lippitt. 
Duluth, Minnesota, has joined its 











JOHN MOORE 





executive staff. Mr. Lippitt was 
formerly with the Marshall-Wells 
Co., Duluth, for a three-year pe- 
riod and prior to that, with the 
J. C. Penney Co. 

Mr. Lippitt will assume charge 
of the store finance division, a 
new department that has been set 
up by the Coast-to-Coast Stores 
Central Organization. 


McCOLLAM TO ASSIST 
TIMKEN STEEL SALES 
C. H. McCollam, metallurgist 
of the Steel & Tube Division of 
The Timken Roller Bearing Co.. 
Canton, Ohio, has been ap 


| pointed assistant director of steel! 


sales. 
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PATMAN TO DEFER H.R. 1 ACTION 

















UNTIL HOUSE WAYS and MEANS 
‘ COMMITTEE “HAS ITS BEARINGS.” | 

— Sat remy Bureau it. Mr. Patman claims that con- 

or the , " a _ | versations with Chairman Dough- | 

eapolis. Forecasts that the Patman anti- ton of the House committee | 
ane. chain store tax bill would be leads him to believe that plans 
it ie. brought promptly to the hearing can be worked out for two weeks | 

“wr stage, made regularly at the be-' of public hearings. | 

tor in ginning of each Congressional At the office of the committee | 

eaaie be session for the last two years by no attempt would be made to say 

R. H its sponsor, have been modified when hearings on the bill would | 

f appli somewhat this year by Represen- | be held. Patman himself in “*| 

tative Wright Patman, Democrat address before the Association of 

t three of Texas, who reports that he) Buying Offices in New York on | 

on spe will push for hearings just as/ January 15 said that hearings | 

SR aeenal soon as he feels the House Ways are expected to be held within | 

Dallas. and Means Committee “has its the next 30 to 60 days. 

0inted bearings” on the Congressional Identified as H. R. 1, the Pat- 

. Strat session ahead. man measure proposes a gradu- | 

, new That committee faces a full ated excise tax on chain store 

mphis, schedule with such controversial systems operating entirely within 

subjects as the proposed exten- one state. Chain store systems 
sion of the Administration’s re- having stores in more than one 
ciprocal trade agreement pro- state would be subject to this 

".TO- gram and the proposal for new graduated tax multiplied by the 

ICE defense taxes up for considera- number of states in which they 

‘ B-yx5-47, | 

ong pened “ae hee teeter A pa Several months ago there were | 

A C. hi bill ss P ssi 8s indications that the Congressman | 

is bill this session appear ex- | _ ld be amenable to softening | 

} an tremely thin—probably more so Peg’ . ie : 

thon ot coy diher ime fn ths the measure by revising it to | 
hack tenn, wees freeze chain stores at their pres- 
y : | 
Outwardly more optimistic | © ‘!7° but Mr. Patman has 
than ever. Mr. Patman insists, | Since demonstrated no disposition 
however, that his bill could be | to so alter his proposed law. bead 
brought to a vote at this session | bill has frequently been de- | 
and that less than 25 members| scribed as one designed to tax | 
of the House would vote against the chain store out of existence. | 
, — — 
R. A. ATKINSON HEADS terested in the Electrical Appli- 
COMMERCE CHAMBER ance Dealers Association of 
Russell A. Athinsen, BR. J. At- Brooklyn and at the present time 
kinson, Inc., Brooklyn, New York, | 'S 2 member of the advisory | 
was elected president of the board. 
Broadway Merchants Chamber of = 
Commerce at the annual meeting 
of the organization. Mr. Atkin- THE NUTMEGGERS 
son, as president of this group, ELECT OFFICERS 
holds an office which his father, At the Jan. 10 meeting of 

; the late R. J. Atkinson, held se€V- The Nutmeggers at the City 

pitt, eral times during his life time. | Club, Hartford, Conn., the fol- 

1 its Mr. Atkinson is also actively in- lowing officers were elected: 

ills president, Roland H. Osgood, 

= The Patterson-Sargent Co.; first 
pe- vice-president, Harry W. Murray, | 
the American Steel & Wire Co.; sec- 

ond vice-president, George W. 
nee Graham, The Collins Co., and 

28 secretary-treasurer, Earl J. Hop- 

- wood, Olds & Whipple, Inc. 

_ Guest speaker was Frank V. 
Chameroy, identification officers 
of the Connecticut State Police 
who gave an exceptionally in- 
teresting talk on police work in 
respect to finger-printing, bal- 
listics, etc. Prior to joining the 

a state police, Mr. Chameroy was 

Be a traveling salesman in Con- 

all necticut and spiced his talk with 

md numerous anecdotes of his own 

“i R. A. ATKINSON traveling experiences. 
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PANTHER anb 


DRAGON TAPES 


1. First to be wrapped and 
SEALED in Cellophane. 


2. Perfect Adhesiveness and 
Tensile Strength. 


3. Strong Distinctive Green 
Core. 


4. Colorful Attractive Boxes. 


5. A Company in the Insula- 
tion Business Since 1878. 


HAZARD INSULATED WIRE WORKS 


Division of The Okonite Co. 
Works: Wilkes-Barre, Pennsylvania 


New York Chicago Philadelphia Atlanta Pittsburgh 
Dallas Washington Boston Detroit 
Cleveland Buffalo Seattie St. Louis 





San Francisco Los Angeles 
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= SCHEDULES ANNOUNCED 
TO PALM BEACH CONVENTION 


The 50th Anniversary Convention of the South- 
ern Hardware Jobbers Assn. and 80th semi-an- 
nual convention of the American Hardware Mirs. 
Assn., April 8-11, 1940, at West Palm Beach, Fla. 








High Quality DUPLICATION 
By Rigid Metallurgical 









Hardware men journeying to RAt-Roap Fares TO WisT PALM 
ond Temperature sega Aah" 
| golden anniversary convention of FIRST CLASS 
| the Southern Hardware Jobbers’ One 30-Day 
[ t | Q uiK We rK | Association and the 80th semi- From Way Round Trip 
eee ‘ , : = » fj .r. Boston, Mass.. . $47.26 $77.75 
0 n ro annual convention of the Amer- New York, N.Y. 39.45 $2.15 
TOOLS ican Hardware Manufacturers’ | Philadelphia .. 36.75 57.00 
Association will have the oppor- | Wilmington ... 35.95 55.50 
ragga i a PPOr’ | Baltimore ..... 33.85 51.35 
tunity of traveling together in | washington |__ 32.70 19.05 
| special cars of the Orange Blos- | Chicago ....... 41.10 61.65 
som Special and the Florida Sun- —— ii poe a 
beam trains of the Seaboard Rail- | Toledo ........ 39.70 61.40 
sane slow is a time table and | Cleveland ..... 41.20 64.55 
way. Below is a time table anc fa ry 


rate schedule from eastern and 
central western points. 





Available Pullman accommoda- 
tions are lower berth, upper 
ORANGE BLOSSOM SPECIAL FROM | berth, section for one, bedroom 


EASTERN CITIES 
' for one and two persons, compart- 
(Via through sleeping cars) 
Daily Schedule 
:20 a.m. Lv. Boston, N.Y.N-H.&H.| drawing room for one and two 


ment for one and two persons, 


8 
1:20 p.m. Lv. New York, P.R.R. | ‘ 

1:35 p.m. Lv. Newark, P.R.R. | OF more. ; 

3:00 p.m. Ly. Phila., 30th St., Reservations for accommoda- 








P.R.R. tions aboard the special Harp- 
3:30 p.m. Lv. Wilmington, P.R.R. | WARE AGE cars can be made 
ag re Se eee through Harpware Ace, 239 W. 
5:55 p.m. Ly. Washington, R.F.&P. | 39th St., New York City; 1012 
1:52 pam. Ar. W. Palm Beach, | Otis Bldg., Chicago; 1836 Euclid 
| Ave., Cleveland, Ohio, as well as 





— Seaboard Railway or your local 





SLEDGE 





OU cannot be sure that heavy hard- 
ware tools are uniform in quality 


DOUBLE FACE (Via Pnencscenceottocn td cars) 
BLACKSMITHS’ 


Daily Schedule 
11:45 p.m. Lv. Chicago, Big Four 
4:20 a.m. Lv. Indianapolis, Big 
Four 


:55 a.m. Ar. Cincinnati, Big Four 
:45 p.m. Lv. Detroit, Michigan 


“a 


Central 
| 


, : 
NO. 84 FLORIDA SUNBEAM FROM | through representatives of the 


ticket agent. 


CONNORS IN SOUTH FOR 
AMERICAN FORK & HOE 


Charles J. Connors will rep- 


1:40 a.m. Lv. Toledo, Big Four resent the Evansville Tool Works 

bY 7:05 a.m. Ar. Cincinnati, Big Four] }.... , _ a: Saket 
unless they are made under “rigid con- ee SS ee 4 “ the _ . ye “my 
i i i i x 3:50 a.m. Ly. Columbus, Big Four | The American For oe Co., 
trol.” To give you this high quality dup 6:50 a.m. Ar. Cincinnati, Big Four| (jeveland. Ohio. Mr. Connors 
lication, we control forging tempera- 8:15 a.m. Lv. Cincinnati, Southern | “/€Veland, Unio. Nir. & = 
a 9:38 a.m. ‘Ar. W. Palm Beach, | will call on wholesalers in 
tures, heat-treating cycles and machin- Seaboard | Florida, Georgia, North Caro- 
ing with special recorders, indicators The Orange Blossom Special is | lina and South Carolina in be- 





and testers. Then, when you sell con- an air-conditioned, solid Pull-| half of the Evansville Tool 
trolled Quikwerk Tools you KNOW man train, Diesel powered. The Works line, and in addition to 


itil ager Florida Sunbeam carries air-con-| those four states will represent 
they are building satisfied customers ditioned reclining seat coaches | the C-K-R line in Viriginia. He 
for you. and sleeping cars, with sections, | will make his headquarters in 
compartments, bedrooms, draw- 
| ing rooms, and dining car. 


WARREN} 
TOOL CORP. | 


WARREN, OHIO G@ 


| Atlanta, Ga. 








The Orange Blossom Special, a deluxe Diesel-powered train 
which will carry hardware men to the convention, April 8-11. 
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CENTRAL STATES CLUB 


At the annual winter dinner- 
meeting, Thursday evening, Dec. 
ll, held in Chicago, the board 
of directors elected George Beau- 





GEORGE BEAUDIN 


din, J. Wiss & Sons Co., Chicago, 
president of the Central States 
Hardware Club. H. A. Squibbs, 
American Steel & Wire Co., Chi- 
cago, was elected vice-president. 
Bene Leve, The Carborundum 
Co., 3630 S. Iron St., Chicago, 
continues as secretary-treasurer. 
Will J. Feddery, Harpware AGE, 
was elected permanent chairman 
of the board of directors. The 
following were elected directors 
for a three-year term: Earl A. 
Heverly, Norton Door Closer 
Co.; H. A. Squibbs, American 
Steel & Wire Co., and R. A. 
Sundvahl, Corbin Screw Corp. 
and Corbin Cabinet Lock Co. 

The Club will hold its second 
annual golf meet and dinner 
party at the Olympia Field Coun 
try Club on Friday, June 14. As 
of Dec. 31,'1940, the club’s ros- 
ter totals 375 members. Sixty-one | 
members were present at the 
meeting over which George 
Beaudin presided in the absence 
of the retiring president, E. R. 
Swift. 


HARDWARE TRADE ASSN. 
ENJOYS MUSICAL PROGRAM | 


More than 40 members and 
guests attended the Jan. 15 meet- | 
ing of the Hardware Trade As- | 
sociation of New York, held at | 
the Railroad Machinery Club, | 
30 Church St., New York City. 
President Robert E. Doti, Igoe 
Bros., Inc., presided at the meet- 
ing, introduced guests and new) 
members and announced the} 
personnel of committees for the 
year. The new members are 
M. T. Townley, The Gilbert & 
Bennett Mfg. Co. and R. S. Cor- 
nell, The Stanley Works. Fred 


| 
| 
| 
| 
| 


JANUARY 25, 1940 


GEO. BEAUDIN IS PRESIDENT 





Scholl, Long 
Co., heads the membership com- 
mittee, his associates being Ar- 
thur Yorke, Hansen & Yorke Co.. 
Inc., Charles Merritt, Reed Mfg. 
| Co. and H. L. Gilliam, The Wood 
| Shovel & Tool Co. Members of 

| the entertainment committee are, 

| chairman, Ralph S. Allen, Dia 
| mond Expansion Bolt Co., Roy 
|C. Schmidt, Stanley Tools and 

Carl B. Waller, Underhill, Clinch 

|& Co. 

A special feature of the en 
tertainment program was the 
excellent singing of Arturo Oso 
lin, basso singer, who is affiliated 
with the Diamond Expansion 
| Bolt» Co. Another feature of 
|the program was the xylophone 
playing and tap dancing of a 
professional — entertainer. An 
nouncement was made that the 


speaker of the February meeting 
will be A. C. Flamman, attorney, 
who is legal counsel for a num 
ber of local hardware groups. 


R. J. MASBACK TO MARK 
80th BIRTHDAY, FEB. 7 
Active today as chairman of 

the board of the Masback Hard- 

ware Co., New York City, whole- 
sale hardware distributors, is 

Robert J. Masback who will cele 

brate on Feb. 7 his 80th birthday. 

In 1875 he entered the employ 

of Patterson Bros., New York 

City, and two years later as a lad 


Island Hardware 


of 15 entered the hardware busi- | 


ness, for himself, with a modest 


store that has since grown into | 
the wholesale house which bears 


his name. He is a member of the 
Harpware Ace Fifty Year Club. 
At a sales meeting of the com- 


| pany, held Jan. 7, he was pre- 


sented with the first copy of the | 





R. J. MASBACK | 


organization’s newest catalog 
autographed by the other officers 
of the company and by depart- 
ment heads and all members of 


the sales staff. } 














Hits ~—_ 4 
Dairy Goods 


DeLuxe Dairy Goods are built to give satis- 
faction all around. The items are satisfying 
to you because of their ready salability— 
with a fine margin of profit. They are satis- 
fying to your customers because of their 
long-lasting qualities and their unique fea- 
tures of construction. And we, too, get a de- 
gree of satisfaction out of the knowledge that 
we are building the CREAM LINE of Dairy 
Goods. Ask your Jobber’s Representative 
about DeLuxe Dairy Goods. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 













Schlueter Mf¢.Co. 
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TE {ih} aid 
to é | 


Burning Heater Sales: 


EFFICIENT FUEL 
CONTROL... 


The A-P Constant Level 
Oil Control on your Oil 
Burning Heater provides 
easier selling, greater cus- 
tomer satisfaction through 
more accurate fuel control, 
less service attention, and 
ready adaptability to AU- 
TOMATIC TEMPERA- 
TURE REGULATION. 







Oi THERmostatic 
HEAT REGULATION 


A-P Electric ‘‘Auto-Heat” 
Top Unit adds new con- 
venience, pleasure, com- 
fort, and economy of 
THERMOSTATIC Tem- 
perature Control to Home 
Heating with Oil Burning 
Heaters. 


FREEDOM FROM 
FUEL HANDLING 


A-P OILIFTER Fuel 
Control mounted in place 
of the regular Manual 
Control eliminates any 
need for a fuel tank on 
the Heater. Avoids fuel 
handling in the home. 
Draws Fuel from remote 
Bulk Storage Tank. 


THERMOSTATIC 
CONTROL PLUS 
Freedom from 
Fuel Handling 


ILIFTER ELEC- 
SBA te EAT 


32 
mwa 
20 


300038 





to help the Dealer tell his customers of 
the advantages of OMPLETELY 
AUTOMATIC HEAT CONTROLS on 
Oil Burning Heaters. 





@ Colorful Display Card 


Write TODAY for 
YOUR Supply of 
these Merchandising 
Aids, and your story 
of A-P AUTOMATIC 
HEAT CONTROLS. 
They'll make Heater 
Selling easier and e 
more profitable. A-P Album of @ FREE 

@ The Packaged Control Space Heater Selling Consumer 
Accessories above are Folders 


avaiable tvoush ® AUTOMATIC PRODUCTS COMPANY 


facturer, Jobber, or 2442 NnonTH THIRTY - SECOND STREET 
direct from us. MILWAUKEE ® wisconsin 


DEPENDABLE 


THE BYWORD FOR A-P CONTROLS 
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OBITUARIES 





ROBERT S. TEAGUE 


Robert S. Teague a leading 
business man of Montgomery, 
Ala., and secretary-treasurer of 
the Teague Hardware Co., whole- 





ROBERT S. TEAGUE 





sale firm of Montgomery, passed 
away Jan. 2. He was 71 years 
old and passed away following 
a brief illness. 

Mr. Teague since 1901 had 


| been secretary of Teague and 


Son, now the Teague Hardware 
Co., and the Gay-Teague Realty 
Co. At one time he was vice-presi- 
dent of the Columbus Iron 
Works. Before embarking on his 


long and distinguished business | 


career, Mr. Teague rendered con- 
spicuous military service for his 
state and nation. 

He leaves his widow, a daugh- 


|ter, and three sons, Robert S. 
| Teague, Jr., of New Orleans, 


Peyton, of Austin, Tex., and 


| Eugene of Montgomery. 





BURT A. HICKOX 


Burt A. Hickox, sales represen- | 


tative for The Griswold Manu- 
facturing Company, Erie, Pa., 
passed away at his home in Erie, 
Dec. 24, following an illness of 
several months. Mr. Hickox was 


| born in Erie, Dec. 15, 1884. At 


the age of 18 he entered the 


employ of The Griswold Manu- | 


facturing Company and had been 


| with the Griswold organization 


nearly 37 years. For the past 
29 years he had been their travel- 


| ing representative in New York 
| state east to Albany and in north- 


western Pennsylvania, among the 


| department store and hardware 


trade where his friends are 


' legion. 


He is survived by his widow, a 
daughter, Mrs. Margaret Burger, 
and a son, Dr. Clifford Hickox, 


of Erie, Pa. 


Cc. A. CRUSOE 


C. A. Crusoe, 68, hardwareman 
|for almost 55 years passed away 
| recently. Mr. Crusoe was a 

member of the Harpware Ace 
| Fifty-Year Club. 

In recent years he was pro 
prietor of a hardware store at 
4203 S. Vermont Ave., Los 
Angeles, Cal. He was affiliated 
with several different wholesale 
hardware houses from June 1, 
1886 to 1908. A lad of fifteen 
when he became an employee of 
Hibbard, Spencer, Bartlett & Co., 
Chicago, Iil., wholesale distribu- 
|tors, his early days with that 
| company were spent as stock boy 
and later as checker. About 1896 
he was appointed manager of 
the housewares department and 
of the packing department. When 
some of the company’s private 
brands were named for em- 
ployees the company honored 
him with the “Cruso” brand. In 
1906 he joined the Van Camp 
Hardware & Iron Co., Indian- 
apolis, Ind., wholesale hardware 
distributors, as superintendent 
and while with that organization 
| he perfected and installed a new 








| 
| 
} 





Cc. A. CRUSOE 


method of handling orders. Since 
1909 he was in business for him 
self as a hardware dealer. From 
1909 to 1921 he conducted hi- 
own store in Chicago and afte: 
| several months of rest reentered 
the retail business in Lo- 
Angeles in 1922. 
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THEODORE BECKER, SR. 


Theodore Becker, Sr., hard- 
ware dealer and prominent resi- 
dent of Geneseo, Ill., passed 
away recently, following an ex- 





THEODORE BECKER 


tended illness. He was 77 years 
old. 

At the age of 15 he accepted a 
position with a local department 
store, remaining in its employ for 
15 years. In 1888 he entered the 
hardware, heating and plumbing 
business as a partner of Monroe 
Doremus, the firm doing business 


as Doremus & Becker. Mr. 
Becker remained in the business 
continuously for the past 52 
years. It is now operated under 
his name alone. 

Mr. Becker had been active in 
politics and had been a Repub- 


| lican national convention dele- 
gate. He organized the Central 


Trust & Savings Bank of Geneseo 
in 1907 and served as its vice- 
president and then as president 
until 1918. He had also been 


an active member of school and 


| hospital boards. 


Surviving him are his widow 
and two sons, Leslie and Theo- 
dore Becker, Jr., who are asso- | 
ciated in the hardware business, 
and a daughter. 


A. L. BURNETT 


Arthur L. Burnett of Sargent 
& Company, New Haven, Conn.., | 
passed away after a brief illness 
on Dec. 31, at the age of 58. Mr. 
Burnett entered the employ of 
Sargent & Company in its New 
York office in 1901 starting as 
a clerk and in 1912 was made | 
sales representative in Kansas 
City and adjacent territory, serv- 
ing there till 1928 when he was 
recalled to the New York office. | 
contract sales department. In | 


| 
| 
| 
| 


1932 he went to the factory of 
the company at New Haven and 
was then made assistant contract 
sales manager. 

He is survived by his widow, 
Mrs. Julia C. Maskiell Burnett 
and a son, Chester. 


A. E. KENNEDY 


A. E. Kennedy, industrial sales 
manager for the South Atlantic 
district for the Sherwin-Williams 
Company, died suddenly in Pliil- 
adelphia, on Jan. 12. Mr. Ken- 
nedy, who was widely acquainted 
among industrial executives in 
the entire middle Atlantic and 
southeastern states, had been us 
sociated with Sherwin-William- 
1907. 


since 


NATHANIEL T. CHAPIN 


Nathaniel Thayer Chapin, 
former vice-president and sales 
manager of the Billings-Chapin 
Co., Cleveland, Ohio, paint man- 
ufacturers, died Jan. 3, in Mon- 
rovia, Cal. Mr. Chapin was a 
native of Cleveland, attended the 
University School and Yale Uni- 
versity and served on the Mex- 
ican border in 1916. He is sur- 
vived by his widow and a sister. 





PHILIP M. HILDEBRAND 
Philip M. Hildebrand, 88, 


widely known hardware 
chant, head of the Hildebrand 
Hardware and former sur- 
veyor of customs in the adminis 
tration of President Benjamin 
Harrison, died Dec. 29, at his 
home in Indianapolis following 
an illness of two months. 

Mr. Hildebrand went to In- 
dianapolis when four years old 
and grew with the city. Among 
other enterprises he operated a 
brick manufacturing plant for 25 
years and was a _ representative 
cf the Tokheim Oil Tank & 
Pump Co., of Fort Wayne, for 


mer- 


Co., 


many years. He was an _ or- 
ganizer of the old Marion Club 
and a charter 
Columbia Club; 
ganizers of the Commercial Trav- 
elers of Indiana, trustee of the 
United English Lutheran Church 


member of the 


member of the 
one of the or- 


and a_ former 
Indianapolis board of trade. 
include his widow, 
Hildebrand; a 


two 


Survivors 
Mrs. Carrie H. 
son, Philip, Indianapolis; 
daughters, Dr. Caroline H. Mille- 
son, Shelbyville, and Mrs. Lydia 
Anne Lynde, Washington; three 
grandsons, two granddaughters 
and a nephew. 














then ready for use. 


Outside surface is perfectly smooth—no folds, slots, grooves, notches, 


REEVES 


“Snap plok” 


Trade-Mark Reg. U. S. Pat. Office 
1,990,749 - 


lugs or buttons on outside of pipe. 


ORDER FROM YOUR JOBBER — ACCEPT NO SUBSTITUTE 


MADE BY 


DOVER, 


REEVES STEEL AND MANUFACTURING CO. 


OHIO 


Patent Numbers 
1,900,750 and RE. 18,444 
, 


NESTED STOVE PIPE 
ALWAYS POPULAR AND RELIABLE 
MADE IN THE FOLLOWING FINISHES - 


POLISHED “TRU-BLU” COLD REDUCED 
HOT REDUCED “DOVER BLUE” 


This pipe is put together by simply inserting tongue on one edge into 
fold on opposite edge and pressing together until it snaps—the pipe is 
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NORGE SALES MANAGERS APPOINTED; 
KITCHEN PLANNING DEPT. CREATED 


Three new sales managers 
have been appointed by Norge 
Division Borg-Warier Corp.. De 
troit, Mich. N. M. Forsythe 





CHARLES H. MacMAHON 


formerly a divisional manager 


has been appointed western sa.es 


manager for all Norge depart 


ments. Charles H. MacMahon, 
also a former divisional manager, 


has been appointed eastern sales 
manager for all departments. Lee 
Cox, formerly divisional managet 
on the Pacific coast, has been 
appointed Pacific coast and in 


termountain sales manager for 


all Norge products. 

Mr. Forsythe, who will make 
his headquarters in Detroit, will 
cover the territory extending 
from Chicago to Denver. Mr. 
MacMahon will also headquar 
ter in Detroit and will cover the 
territory east of Chicago. Mr. 
Cox will make his headquarters 
in San Francisco and his terri- 
tory will embrace the Pacific 
coast, as well as several of the 
far western states. 

A new kitchen-planning and 
apartment house department 





S. J. MeCARTHY 


72 


has been established by Norge. 
In charge of this new depart- 


ment will be S. J. McCarthy, 


for the past 10 years manager of 
a similar department in the west- 
central district for Westinghouse 
Electric & Manufacturing Co. 
Prior to his Westinghouse con- 
nection Mr. McCarthy was for 
two years with the Michigan 
distributor of the Peerless Ice 
Machine Co. He started in the 
refrigeration industry in 1926 





LEE COX 


with the service department of 
General Necessities Corp. of De 
iroit. 

Expansion of the business de- 
velopment department of Norge 
and the appointment of J. M. 
Tenney as manager of that de- 
partment has also been an- 
nounced. Associated with Norge 
for the past nine years, Mr. Ten- 
ney has served as product spe- 
cialist on refrigerators, district 
manager, and western sales man- 
ager successively. His intimate 
acquaintance with all Norge dis- 
tributors, as well as with ap- 
pliance dealers from coast to 





N. M. FORSYTHE 


coast, admirably qualifies him 
for his new assignment. 

Mr. O’Harra at the same time 
announced the appointment of 
Henry F. Wyly as special rep- 
resentative in the business de- 
velopment department and the 
appointment of William Korb as 
manager of the statistical section 
of the Norge sales department. 


PAHL HEADS MASBACK 
INDUSTRIAL DEPT. 


August Pahl has been ap- 
pointed manager in charge of 


BUYERS FLOCK TO HOUSEWARES SHOWS; 


the industrial department for the 
Masback Hardware Co., Inc., 330 
Hudson St., New York City. He 
will have complete charge of the 
activity in that department both 
in regards to purchasing and sel! 
ing. 

Mr. Pahl became associated 
with the Masback organization 
Feb. 1, 1939. He was formerly 
afiliated with Hammacher 
Schlemmer & Co., for more than 
50 years and is well known 
throughout the New York metro 
politan trade. 


ONE SHOW PLANNED FOR 1941 


Each of the four Chicago 
housewares shows have reported 
buyer-attendance greatly in ad- 
vance of last year with active 
buying in all lines. The mer- 
chandising event of the house- 
wares exhibit at The Stevens, 
sponsored by the National House 
Furnishing Mfrs. Assn., was the 
huge major appliance show of 
the American Washer and Ironet 
Mirs. Association. 

At the Washer-Ironer Associa 
tion’s annual meeting, W. Neal 
Gallagher, president of the Auto- 
matic Washer Co., Newton, Iowa, 
was elected to his third term as 
president of the association. 
Other officers elected were: R. D. 
Hunt, The Dexter Co., Fairfield, 
Iowa: Oscar Lenna, The Black- 
stone Mfg. Co., Jamestown, 
N. Y.. and W. K. Voss, Voss 
Bros. Mfg. Co., Davenport, Iowa. 
vice-president; Joseph R. Bohn- 
en, Chicago, secretary-treasurer ; 
executive board, John M. Wicht, 
General Electric Co., Bridgeport, | 
Conn.; R. I. Petrie, Barlow & | 
Seelig Mfg. Co., Ripon, Wis.; | 
George M. Umbreit, The Maytag | 
Co., Newton, Iowa; I. N. Mer- | 
ritt, Meadows Corp., Chicago, 
and L. L. Shawbar, The West- 
inghouse Electric & Mfg. Co., 
Mansfield, Ohio. On the advisory 
board are the former past presi- 
dents: C. G. Frantz, Apex-Ro- | 
tarex Corp., Cleveland, Ohio; 
Edward N. Hurley, Jr., Electric 
Household Utilities Corp., Chi- 
cago, and J. C. Nelson, Easy | 
Washing Machine Corp., Syra- | 
cuse, N. Y. 

On the association’s program 
for 1940 are a proposal for a | 
joint advertising program under- 
written by members of the in- 
dustry to provide certain stand- 
ards of design and performance 
in household washers; formula- 
tion of fair trade practices; a 
country-wide survey, and _ sales 
managers’ round-table designed 
to improve methods of compen- 
sation for laundering equipment 
salesmen, and extension of plans 


for National Washer-lIroner 
Week, to be held for the third 
time next October. 

The 1940 exhibit of the House- 
furnishing Manufacturers Asso 
ciation of America was held at 
the Palmer House with approxi- 
mately 400 exhibitors. 

Acceptance of the plan for 
consolidation of the two Chicago 
housefurnishing shows, as pro- 
posed by President W. H. 
Doherty of the National House 
Furnishing Manufacturers’ Asso- 
ciation, and by President Stan L. 
Hanssen of the House Furnish- 
ing Manufacturers’ Association 
of America for the 1941 show, 
has been announced. 

The agreement was reached 
after negotiations between the 
two organizations’ committees 
consisting of Messrs. Doherty and 
W. N. Gallagher for the Stevens 
show and Messrs. Hanssen and 


| Buddenberg for the Palmer show 


had been carried on over a long 
period. Details of the consolida- 
tion providing for one Chicago 
hotel show in 1941 are to be 
worked out by the two organiza- 
tions and announced later. 

The National House Furnish- 
ing Buyers’ Club adopted a 
resolution providing for confer- 
ences of the Club’s newly elected 
officials with officials of the 
manufacturers’ associations with 
reference to the 1941 show. 

The end of the first week ol 
the International Homefurnish- 
ing Market at the Merchandise 
Mart topped by 7.5 per cent the 
previous attendance record of 
7,584. Buying was at an ac- 
celerated pace and indicated low 
inventories and an acute need 
for merchandise throughout the 
country. Demands for imme- 
diate and early deliveries have 
been general. Housewares and 
appliance sales advanced 27 per 
cent over a year ago. At the 
American Furniture Mart, at- 
tendance by Friday, Jan. 12, was 
8.624 as compared with 7.911 a 
year ago. 
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EEK CHUB’S new 
LURES FOR 1940 


HE last word in smart, fish foolin’ lures! Plenty of Big Fish, and fishermen, too, are going 

for them in a big way! Watch these two new Creek Chub true-to-nature creations make selling 
history this season—right over your own counter! And they’re backed by powerful color and 
black and white advertising in all leading outdoor maxazines! 


New Plunking Dinger New Midget Dinger 
































Length 4 in. 
wt. % oz. 





No. a 
series 
Price $1.00 bab 
wt. % oz. 


With the same design and attractive action 
as the standard size Dinger, No. 5600, this 






X 


Price 85¢ 





Combines the good qualities of the famous 








































Plunker, Injured Minnow and the Dinger ! new Midget Dinger is made for the many 
E loats on its side when at rest, and by a fishermen who prefer a light lure for whippy 
series of short jerks produces a plunking rods! Equipped with one treble hook, runs 
sound and struggling action like a wounded quite deep when reeled, with a very fast, 
minnow ! While at rest, after the twiteh snappy wiggle! It gets plenty of small and 
of the rod, the hair tail has a peculiar life large mouth Bass in both lakes and streams! 
like crawling action! Made to get and S popular colorations 
hold all game fish! In eight popular color " 
| C.B.c\ . +i Pl } ations : 
s_ % Practice Casting Plug: ORDER FROM YOUR JOBBER! 
| \ $3.00 dozen Write us for our new colored catalogue—-a valuable new boo let every 
r dealer should have! All Iures and flies shown in color! Full of 
Standard in size and shape, this new cast practical selling tips! New counter and window displays sent FREI 





— plug is ee hot ooo Low in upon request! 
three grains of % of an ounce! The moss §=CREEK CHUB BAIT COMPANY 


carefully made and best finished, balanced 
weight, casting plug on the market! 721 South Randolph St. Garrett, Ind. 









and Makes Satisfied Customers 


Its modern, streamlined appearance . . . its obvious mechani- 
cal simplicity . . . its light, yet rugged construction, all . imeem is, 

combine to make this mower easy to sell. 16) 
And just as important: its light weight and easy handling r & 4c 
its long and trouble-free service help to make a satisfied cus- 
tomer for you. 


THE IMPROVED 1940 


TORO HOMELAWN 


Since the first Homelawn was built there have never been 

any ‘‘bugs’’ to remove. However, like any good product 

it could be improved, so the following changes have been 

made for 1940— 

1. New style tubular metal handle with rubber hand grips. 

2. Hand throttle control in addition to automatic governor 
on motor. 

3. Pressed steel motor support base. 

4. Each mower will have a neat descriptive colored display 
tag for you to attach to your floor samples. 


5. Large size display posters available on your request. 


ce) Lom VN. U7 NG) 1), (cm a@e) ite) 7 .Wale). 


MINNEAPOLIS MINNESOTA 











Also available in a 
21 inch model at 


$98.50 


Write Today for 
Further Information. 
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New and Improved Merchandise—Display Helps—Sales Literature— 


“Star”? Hack Saw Frames 


Clemson Bros., Inc., Middletown, N. 
Y., has introduced four new types of 
hack saw frames particularly designed 


ot ee ee ee ee ee 








for “Star” blades. All frames have ex- 
posed metal parts highly finished in 
polished and buffed nickel with com- 
fortable black molded pistol-grip han- 
dles. All are adjustable for blades from 
8 in. to 12 in. and permit facing blades 
four ways. The four types are listed 
as No. 50, No. 75, No. 100 and No. 125 
respectively, and the first three are sold 
with a “Star” Tungsten blade, the last 
with a “Star” “Moly” blade. List prices 
range from 80 cents for No. 50 to $2.50 
for No. 125. 


Gibson Cook Book 


Given away free with each 1940 Gib- 
son electric range sold. Has separate 
sections for surface cookery instruc- 
tions; for “Kookall” cookery instruc- 
tions, and for oven cookery instructions. 
A full section is devoted to buying and 
cooking meats and another section de- 
scribes the Gibson range. The recipe 
section of 47 pages contains more than 
125 recipes and includes separate time 
and temperature charts to be used when 


74 


cooking with each of the three Gibson 
cooking services. Gibson Electric Re- 
frigerator Corp., Greenville, Mich. 





Offset Phillips Screw Driver 


The latest addition to the line of 
Stanley drivers for Phillips-type re- 
cessed screws and bolts is a driver de- 
signed for loosening and _ tightening 


& 





Phillips screws in hard-to-get-at places. 
The driver is made of alloy steel and 
tempered. Made in four sizes (point 
size 1, 2, 3 and 4) to drive the entire 
range of Phillips screws. Stanley Tools, 
Division The Stanley Works, New Brit- 
ain, Conn. 


Slip-On Duster ' 


This reversible slip-on duster, No. 
35-S, has a rust-proof spring wire 
frame; easy-shaking spring socket; 20- 
in. spread of quality brown yarn. Spe- 
cial sewing of pads permits free shaking 
of each yarn strand. Wrapped in amber 
Cellophane. Packed 12 to the case. 
Furnished with 49-in. handle. Suggested 
retail selling price, $1.50 each. O’Cedar 
Corp., 4501 S. Western Ave., Chicago. 








Sportsmen’s Hand Axes 


The Tommy Axe and the Tomahawk 
for sportsmen’s use, are forged from 
the finest axe steel, normalized, tem- 








pered, ground and whetted to lightning 
cutting edge. Head is satin finished 
in beautiful rustless black. The Tommy 
Axe, a powerful chopping and driving 
tool, has forged milled claws that make 
it a ripper and nail puller as well. 
Weight is 1% Ibs.—length 14 inches, 
with all white hickory handle of im- 
proved, professional design. Priced at 
$1.50 each, or with genuine saddle 
leather sheath, $1.95 each. The Toma- 
hawk features a thin, keen, deep blade, 
dynamically balanced for extra power 
in chopping or driving. Weight, 1 Ib., 
6 oz., with 14 inch all white, new pro- 
fessional design, hickory handle. Priced 
at $1.50 each. With genuine saddle 
leather sheath riveted and stitched— 
$1.95 each. The American Fork & 
Hoe Co., Cleveland, Ohio. 
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Wall Switch Plaque 


This decorative switch plaque can be 
installed quickly without the necessity 
of changing wires by removing the two 








screws on the front of the brass switch 
plate before screwing on the new switch 
plaque with the harmonizing screws 
furnished with it. The plaque is made 
in a number of designs and colors. 
Lights are turned on and off by moving 
the attractive design on the plaque. 
Made by the Decorative Switch Plate 
Corp. Exclusive selling agent is the 
American Sponge & Chamois Co., Inc., 
47 Ann St., New York City. 


Paint Conditioner 


No. 33 “Red Devil” for conditioning 
paint in five-gallon, three-gallon or two- 
gallon cans. Has increased operating 
speed and modern, streamlined design. 
Features a “triple three-way” action. 
Its three-way shaft stroke motion—out- 
ward, upward, and downward—creates 
a high-speed agitation inside the can. 
Can holder is adjustable to three differ- 
ent positions. Position changes are 
made by pressing a lever and whirling 
the can into the position desired before 
turning on the switch. Bottom part of 
the can holder has a foot pedal which 
permits the can to be pushed in or out 
of the place with minimum effort. The 
1/3 h.p. 60-cycle 110-volt motor is com- 
pletely enclosed but easy to get at. The 
No. 33 requires working space of 39 by 
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Window Trims—New Packages—New Colors—Catalogs 


15% in. It is shipped complete assem- 
bled. Another addition to the line is 
the No. 34 paint conditioner for all 
sizes of cans from 14-pint to 1 quart. 
Also available are several new acces- 
sories developed for use with the No. 30 
(4% pint to 1 gallon) conditioner. 
Landon P. Smith, Inc., Irvington, N. J. 








“Wintite’” Sash Lock 


The new “Wintite” sash lock has a 
smooth working “eccentric action” that 
draws the upper and lower windows to- 
gether, providing a “wind tight” joint. 
This is said to prevent the usual “side 
slip” action. and vibration or rattle. 
The “Wintite” sash lock is recom- 
mended for weatherstripped windows 





4-In-One Garden Tool 


This tool combines the use of many 
tools in one, such as a hoe, cultivator, 
rake, weeder or fork, spade, ice scrap- 





per, digger, sod cutter. The four-foot 
handle and adjustable feature of the 
shoe of the tool permits a gardener to 
reach under shrubs and vines without 
stooping. Suggested retail selling price 
of the 4-In-One Garden Tool, $1.25. 
Doneal Products Co., 5992 Nottingham 
Ave., Detroit, Mich. 


° 
and for use in air conditioned homes 
and buildings as well as for replace- 
ment purposes. Available in both steel 
and brass in standard finishes. A con- 
vincing demonstrator showing the ap- 
plication and actually demonstrating 
the eccentric action of the lock is 
offered to dealers on a free hardware 
plan. American Cabinet Hardware 
Corp., Rockford, Illinois. 





Bathroom Accessories 


The Miami Cabinet Division of The 


Philip Carey Co., Middletown, Ohio, has 
announced a new line of chrome-plated 
bathroom accessories under the trade 























name, “Cascade.” There are 31 units 
including both recessed and projecting 
types. The recessed accessories are 
fabricated of Anaconda brass and the 
projecting pieces of Zamac metal. All 
units are finished in copper and then 
heavily coated with chrome. All units 
can be readily installed by the average 
home owner. The recessed type, being 
the same size as standard tile, can be 
set in the wall with cement by merely 
removing a section of tile. The pro 
jecting type is fastened to the wall by 
screws. 


New Lures And Casting Plug 

The Creek Chub Bait Co., Garrett. 
Ind., announces two new “True-to-na- 
ture” lures for 1940, its “Plunking Din- 
ger” and “Midget Dinger,” and a new 





practice casting plug. The “Plunking 
Dinger” floats when it rests and with 
a series of short jerks of the rod pro- 
duces a “plunking” sound and a strug- 
gling action. While at rest, the hair 
tail has a life-like crawling action. 
Made in 8 popular colorations. Series 
No. 6200. Body length, 4 in., weight. 
% oz. Retails for $1.00. The second 
lure, No. 6100 series. Equipped with 
one treble hook, this Jure runs deep. 
has a fasty, snappy wiggle. Especially 
suited to small and large mouth bass 
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fishing in both lakes and streams. Also 
made in 8 colorations. Body length 
is 3% in. and it weighs *% oz. Retails 
for 85 cents. The new casting weight 
is of standard size and shape. Each is 
individually balanced on_ prescriptio. 
scales to within three grains of % of 
an ounce. Packed 12 on an attractive 
double easel display card or individu- 
ally packed in Cellophane bags with 12 
weights to a carton. Each weight 
guaranteed for finish and accurate 
weight. Sells for $3.00 per dozen. 


Low-Priced Electric Clock 


This low-priced self-starting electric 
wall clock, Number 351 W. has a metal 





case, 1444 inches square, and is beauti- 
fully finished in bronze color. The 
dial is of metal, lithographed in silver 
shade, with black and gilt lacquered 
numerals of unusual design. The Ses- 
sions Clock Co., Forestville, Conn. 


Anderson Gas Ranges 


The Anderson line of gas ranges fea- 
ture the retained heat principle. Maker 
states because the large oven and cook- 
ing well are surrounded by extra-thick 
walls of insulation, cooking continues 
after the gas is turned off. The “Im- 


**Handyhot” Automatic Iron 


Heat control lever has “off” position, 


making it unnecessary to pull attach- 
ment plug when not in use, and has 
dial supplying wide range of heats. 





Dial also indicates proper heat for all 
fabrics. Large sole plate has bevelled 
edge for easy ironing in ruffles and 
around buttons. Streamlined body of 
iron terminates in heel rest which has 
no projections to catch on lacy fabrics 
or garments. Finished in_ polished 
chromium with large, comfortable, black 
Bakelite handle. 10,000 cycle cord with 
rubber plug cap is attached permanent- 
ly to iron and has a rubber sleeve cord 
protector. Weighs 4% pounds. For 
alternating current only, 110-120 volts. 
No. 1501-H. Chicago Electric Mfg. Co.. 
6333 W. 65th St., Chicago, Il. 


perial’” model shown has four speed 
burners with automatic simmer feature; 
large size griddle; easy moving, safe, 
“roll-out” broiler, which can be used 
simultaneously with the griddle; lock 
type valves throughout; cast iron cook- 
ing top, and rigid construction. Ander- 
son Stove Co., Inc., Anderson, Ind. 











HARDWARE AGE 











“To 

Ha: 
vent | 
tumb! 
avoid 


grow 
cover 
tray ¢ 
and t 
Wood 
moves 
motio! 
Steelu 
Ave., 


Pnet 
Ass 
the ki 
motor 
form 


HC 
S/ 

Ss 

| 

variab 
depen 


weighs 
Bryan. 
Wire 

“Sal 
surfac 
wire, i 
splines 
strand 
the ro] 
to mak 
secure 
section 
and st 
halves 
are h 
the r 
thread 
is mac 
sile ste 
are fo 
to % 
Produc 
4603 S 
Detroit 


JANI 














**Totseat”’ 


Has balanced spring design to pre- 
vent tipping and prevent the baby from 
tumbling out. Seat is adjustable to 
avoid cramped position as baby’s legs 





grow longer. Baby sits in strong cloth 
cover directly in front of which is a 
tray of the same material. Both cover 
and tray are removable and washable. 
Wooden base is enameled. When baby 
moves there is a gentle “rocking chair” 
motion. “Totseat” weighs 6% Ib. 
Steelwood Mfg. Co., 10385 Northlawn 
Ave., Detroit, Mich. 


Pneumatic Tool Kit 


Assembled in its own metallic box, 
the kit includes a small, powerful air 
motor and all attachments necessary to 
form the tools illustrated. Speeds are 






DRILLS 
POLISHER 





7 
SANDER 
STRAIGHT 


ne tonto ae HIGH SPEED 
GRINDER 


variable between 500 and 12,000 r.p.m. 
depending upon tool used. Entire kit | 
weighs 14% lbs. Aro Equipment Corp., 
Bryan, Ohio. 


Wire Rope Clamp 


“Safe-Line”— inner 
surface that grips the 
wire, is double spiral- 
splined to fit each 
strand and wire of 
the rope. This is said 
to make a perfect and 
secure grip on each 
section of each wire 
and strand. Gripping 
halves of the clamp 
are held tightly to 
the rope by taper- 
threaded nuts. Clamp 
is made of high ten- 
sile steel. Stock sizes 
are for ropes %& in. 
to % in. National 
Production Co., 4561- 
4603 St. Jean Avenue, 
Detroit, Mich. 
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Judd 4-Purpose Bathroom Brack- 
et set. No. 799, Patent Applied 
For. 

WEE a y 








Right unit—glass and toothbrush 
holder, other bracket. Capacity, 
4 toothbrushes. 


To promote sale of related items, 
place on display with colorful 
plastic drinking glass, tooth- 
brushes and glass shelf from 
your own stock. 


- wide shoppers 


buy new Gude future 


PRODUCT 


| at that display! You've seen 


plenty of displays in your time . . . good 


ones, too . . . but just look at this. Picture 
it as it is... in the brilliant, cheery colors 
of the modern bathroom . . . tile-like back- 
ground, mounted with bright brackets, soap 
in the dish on the left fixture, and a glass 
or plastic cup, and toothbrushes.on the 
shining glass-and-brush holder at the right. 

That’s the new Judd display . . . eye- 
catching, compact, and almost a depart- 
ment in itself . . . designed to produce a 
wealth of profitable sales of Judd’s great 
new fixture, the 4-Purpose Bathroom 
Bracket set. Here’s another Judd natural 

. a smart new volume-builder for your 
housefurnishings department . . . packed 
with style, utility, and gadget-appeal ! Glass 
holder, toothbrush holder, soap dish, and 
shelf brackets are combined in one con- 
venient set of fast-selling fixtures . . . avail- 
able with colorful display unit described 
above. Ask your jobber, or write Judd for 


descriptive circular. 


oe on ee eT 


HOUSEFURNISHING HDWE. 


INCORPORATED 
WALLINGFORD, CONNECTICUT 


NEW YORK CITY OFFICES AND SALESROOM 
87 CHAMBERS STREET 









Anti-Mist, Anti-Frost 
Specialty 


Referred to as a “magic anti-frost,” 
this new product is said to retard con- 
densation and to keep all glass surfaces 





mist-free and frost-free under all weath- 


er conditions. <A_ single coating 


“Mystic,” which can be applied in just 
a few seconds, is said to give protection 
for a long period of time. Extensive 
field tests show that, in addition, this 





MIAMI Presents 


NEW LINE OF BATHROOM ACCESSORIES 


“Cascade” 


to supply the need for an 
intermediate line of chrome- 
plated accessories that fills 
the gap between the inex- 
pensive, light gauge metal 
and wire units, and the 
higher priced lines. 


The CASCADE line consists 
of 31 units, including both 
recessed and projecting 
types. Recessed units are 
fabricated of Anaconda brass 

projecting accessories 
are of Zamac metal. All 
units finished in copper, 
heavily coated with chrome. 
Guaranteed for indefinite 
wear ... Solid . . . Sub- 
stantial. 








For folder and complete de- 
tails of “CASCADE” Acces- 
sories, write Dept. H.A. 








product retards condensation on auto- 
mobile windshields, display windows, 
show cases and mirrors. The American 
Products Co., Cincinnati, Ohio. 


Ingersoll Assortment 


For the new year, The Ingersoll- 
Waterbury Co., 9 Rockefeller Plaza, 
New York, announces a new assortment 
including a trio of its three best selling 
timepieces, together with a store and 
window display piece. The assortment 
will be known as No. 40 and consists 


— 


8 ee 
nont GAMBLE Buy 





of: 12 Ingersoll Dollar Watches, 6 
Ingersoll Dollar Clocks, 3 Swagger 
Wrist Watches retailing at $2.69. 




















MIAMI CABINET DIVISION 
The Philip Carey Company 


MIDDLETOWN, OHIO 
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“Unbreakable” Coffee Maker 


Makes eight 5%-oz. cups. Wide 
mouth on lower bowl makes it easy to 
keep clean. Other features include: 
heat-proof, comfortable, Bakelite han- 





dle; simple patented snap-in double 
filter; over-size seal holds vacuum for 
faster filtering. Retails at $1.95 (slight- 
ly higher in extreme south and west) 
during the Mirro spring promotion. 
Other items to be featured during the 
campiagn are a series of covered pots, 
5-in-1 combination pans, 3-egg poacher, 
angel food cake pan and new Gothic 
ring mold. Aluminum Goods Mfg. Co., 
Manitowac, Wis. 


New Type Aluminum Ladder 


A new type of Aluminum Ladder 
suited for the storage of materials and 
maintenance work has been announced 
by the Aluminum Ladder Co., 169 





Adams St., Tarentum, Pa. Designated 
as Type 800, it is equipped with hand- 
rails on both sides, and steel or alumi- 
num spikes on the bottom, which do 
not throw a spark and therefore is 
recommended for use in places where 
inflammable materials are being han- 
dled. Ladder supplied in lengths up to 
36 ft. long and in various widths. Rungs 
are corrugated to prevent slipping. Be- 
ing made entirely of aluminum it can- 
not rust, rot, splinter or burn and is 
twice as strong as ordinary ladders. 


Workshop Lathes 


The South Bend Lathe Works, South 
Bend, Ind., have published a new 48- 
page catalog illustrating and describing 
their complete line of 9-in. workshop 
back-geared, screw cutting lathes and 
attachments. Copies of this catalog, 
No. 50, available from the company’s 
technical department. 
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“THE ALL PURPOSE PUMP 
s Here is « pump so peer an postive hata 
FOOT VALVE is UNNECESSARY. - a 


@ Capat of delivering ANY LIQUIDS in @ 
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EFFICIENCY. 


@ Correct hydraulic seisssiphice — we i oa 
vanes, compact in size, self priming, easy 
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LOWEST IN PRICE 
The PAR-X LIQUID 
MASTER is the LOWEST 
PRICED, ALL PURPOSE, 
hand operated, rotary 
pump. 























LIQUID MASTER 
NO. 101 


Two way pumping. 











Suction 1", Discharge |" 
Shipping weight 143, Ibs. 


Complete with handle and 
barrel bung. 










uniquely ¢ 
that it AUTOM IAALY, takes up its own, 


weeks 








THE PAR-X PUMP CORPORATION — MINNEAPOLIS, MINNESOTA 
NOTE: fond rome, con be Supplied. a 
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A 
SCIENTIFICALLY 
DESIGNED LINE 


COMPLETE line designed for practical 
A farm, orchard and forestry requirements. 
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STEEL CHANNEL 
SLIDE PROTECTS 


Built to cut and keep on cutting easily. 
SCREW 


Clean, non-crushing, quick healing because both blades 
cut. Scientific multiple power design. Finest tempered 
steel. FORESTER cuts up to 2” green wood. Tree 
Trimmers especially designed for utilities. Write today 
for illustrated catalog giving uses, capacities and prices. 
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Bantam Weight Outboard 
Motor 


“Sea Herse” model MS is a bantam 


weight single, low priced but increased 
in efficiency. Features underwater ex- 





haust; full pivot reverse; patented “Co 
Pilot”; “Float-Feed” carburetor with 
low speed adjustment; throttle control 
and choke; positive plunger pump, re 
verse-flux flywheel magneto; synchro 
control, grease seals, and “Alok” treated 
underwater parts. Motor develops 1.5 
N.O.A. certified brake hp. at 4000 
r.p.m. Weighs 19 lbs. Retail price, 
$49.50 f.o.b. factory. Johnson Motors 
Waukegan, Ill. 


Portable Bake Ovens 


A new line of portable bake ovens 
for 1940 is announced by the St. Charles 
Vanufacturing Co., St. Charles, Ill. The 
oven presents an entirely new design 
and styling, a streamlined effect being 





secured by the gracefully rounded top. 
The DeLuxe single burner oven, illus- 
trated, includes several features, such 
as the drop door and the door lining. 
The lift release catch assures a tight 
closure, yet permits the door to open 
at a finger touch. The large window 
permits full view of the interior. May 
be had with or without indicator. The 
line includes another single burner 
model with two small windows, and a 
large double burner oven with two 
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large windows, each with or without 
indicator. All ovens are made of the 
new super blue steel. 


“How To Sharpen” 

The title of the 19th revised edition 
of the booklet has been announced by 
Behr-Manning Corp., Troy, New York. 
The booklet covers the selection, use, 
and care of sharpening stones and gives 
suggestions regarding the sharpening of 
edged tools in general. Copies available. 


Paint Brush Cleaner 


Maker states that with this electric 
paint brush cleaner it is possible to 
change colors or clean brushes to put 
away in 90 seconds. Said not to dam- 





age bristles or injure the ferrules; to 
preserve the soft texture of new 
bristles, and eliminate any cause for 
trimming. Weighs two lb., 10 oz. and 
has chrome plated casing. Nashaway 
Mig. Co., Lincoln, Neb. 


“Shear-Isle”’ 


Designed to display the complete 
Pexto line of pruning, lopping, grass, 
and hedge shears on standard counter 
tables or as an effective central display 
window. Base is of heavy plywood 
covered with blue washable grained 
“Fabrikoid” and trimmed with stainless 
steel. Top bar is of heavy gage steel 
rod, nickel plated, and equipped with 
holders for shears and attractive three- 
color display card. Clasps on the base 


Household Cleaning Cabinet 
“Hand-Y-Maid” — provides compart- 
ment for duster and long handle brush- 
es; top shelf for small articles, bottle 
tops, cake of soap, etc.; space for gloves, 





chamois, cleaning rags, etc., and large 
space for miscellaneous articles such as 
scouring powder, cleaning fluid, ete. 
“Hand-Y-Maid” is collapsible, light 
weight, weighing slightly over two 
pounds. Suggested retail selling price. 
19 cents to 59 cents. Roto-Wool of 
4merica, 220 Fifth Ave., New York 
City. 


Packaging Case Histories 

“100 Packaging Case Histories,” pub- 
lished by the Breskin Publishing Corp., 
122 E. 42nd St., New York City, is a 
224-page book presenting a study of 
100 package re-design operations. Com- 
plete before-and-after comparisons of 
the reasons and results in each package 
case history are made from production 
through sales. Actual market and pro- 
duction experiences are included in this 
factual record. 


board, together with holders on top bar 
and racks assure correct display of the 
fastest-selling items. The “Shear-Isle” 
features a new, complete, carefully bal- 
anced, and _ individually price-tagged 
line in various styles and qualities. 
Shears are newly styled in attractive, 
eye-appealing enamel color finishes and 
brightly polished blades, handles, and 
appropriate number. Both malleable 
and forged steel shears are included in 
the line. Peck, Stow & Wilcox Co.. 
Southington, Conn. 
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only HOTSTREAM 


gives you the 
complete story 





You are now handling allied lines for the home, and 
making a good profit from them. Residential build- x 
ing. good in 1939, will be better in 1940. Why not 

add to your business the additional income from 
Water Heaters, which can be sold along with other 

items, with no additional effort on your part? If 

you are now overlooking these possibilities for big, 

easy profits, you need the new HOTSTREAM 
Catalog No. 40. 6 


Write now to reserve your free copy. | 


THE HOTSTREAM HEATER COMPANY 


8007 GRAND AVENUE * CLEVELAND, OHIO 





Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 











ployer and employee. 
Those who contact the hardware trade | 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. | 
239 West 39th St.. New York City | 
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and so do all your neighbors’ dogs—whether in kennels 
or just the children's pets. 


KFS 


ceRO-MeEATO 


TESTED DOG FOOD 


will help you build up a very 
profitable business providing 
food for the dogs owned by 
your neighbors and custom- 
ers. 

K F S Cero-Meato has been 
tested by practical feeding 
in kennels for over 35 years. 
It contains Vitamins A, B, D, 
E, and G and is very high 
in food value. You can not 
sell better dog food. Write 
-us for leaflets giving analy- 
sis. Packed in all popular 


size packages. 
THIS SEAL OF APPROVAL 


Cero-Meato 








AOSPITAT~ 










was given to K. F. S. 





. after chemical analysis and biological 

assays made under the supervision 

as ‘cereesentls of the American Animal Hospital 
OW CONTAINER > P : . 

Ass'n, in co-operation with The 

American Veterinary Medical Asso- 

ciation, also practical feeding tests. 


Write us for sample feedings. 


The Kennel Food Supply Co. 
Fairfield Conn. 
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A Real Princess in 
Value.. 
Price.. 
Profit 


For the 
Volume 


Market 

















A New Allen Coal and Wood Range 


This new range has familiar Allen Quality features: 
heavy, three section fire back and duplex grates; 
large insulated flues; Seal-Tite welded oven; sturdy, 
tight, balanced door; key plate lift top. . . . 


It is a truly Modern Allen Princess, and never such 
a value, priced for profit where the volume sales are. 


Write for information today. 


ALLEN MANUFACTURING COMPANY 


FOUNDED 1867 NASHVILLE, TENNESSEE 
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NEW and 
DIFFERENT 


rm AS KEEN AS THE — 
BLADES IT SHARPENS 


SWING-A-Why 


KNIFE SHARPENER 








A Riptide Sales Item... 
Companion to the 
Swing-A-Way Can Opener 


Here is something new in hard- 
ware merchandising. A new knife 
sharpener tooled by "Swing-A- 
Way" that is interchangeable with 
the famous Swing-A-Way Can 
Opener bracket. 


Swings Flat Against the 

Wall 

. . Fits on Swing - A- Way 
Bracket 

. » Opens Bottles, Too 

Sharpens Knives in One- 

Third the Usual Time 

Sharpens to a Razor 

Edge 

Positively Will Not Re- 

move Temper from 

Blade 

. - No Gears, Nothing to 
Cause Trouble 

.- Retails for 

Chrome $2.00 


Order your supply now from your 
jobber or direct from the factory 
today and watch these Swing-A- 
Ways swing out the door in the 
hands of new-found customers. 


$1.50, 


F. L. McCABE 
SWING-A-WAY STEEL 


PRODUCTS, INC. 
MERCHANDISE MART CHICAGO 








| Wichita, Kansas. 
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| One-Burner Table Stove 


A new one-burner table stove, the 
“Speedmaster” has been announced by 
The Coleman Lamp and Stove Co., 


as > 


~ 


= 


a 7 





This stove is only 7 
inches high, about 124% inches wide, 
and weighs five pounds. Maker states 
it lights instantly, the heat is regulated 
instantly, and it will produce enough 
heat to bring a quart of water to a boil 
in 2% minutes. 


| Two-Way Rotary Pump 


The “Par-X” liquid master pump is 
capable of delivering any liquids in a 


| continuous flow, either forward or 
| backward. Pump has self-adjusting 





vanes, is compact in size, self-priming, 


| and easy turning. It is made from best 


grades of iron and bronze, precision 
. . , . 

machined. Comes complete with handle 

and barrel bung. The Par-X Pump 


| Corp., Minneapolis, Minn. 


Cupboard Door Control 


No. 94-18-5, for cupboards, bookcases, 
linen closets, lockers, etc. This device 
has been developed primarily to control 





the opening of doors so that they will 
not bang against walls or other obstruc- 
tions and to control the closing of doors 
so that they close tightly and maintain 
a neat appearance at all times. No latch 
or catch is needed, merely a knob or 
pull. The contro! opens doors auto- 
matically from a certain point to 90 


degrees (acting as a door stay at the 
same time) and then closes doors auto- 
matically from a certain degree. It is 
easily changed and installed on either 
hand doors. It occupies minimum space 
and is hardly noticeable. Made of 
wrought steel in cadmium finish. The 
Shelby Spring Hinge Co., Shelby, Ohio. 





Scythestone Assortment 


No. 497-A for 1940, replaces No. 497. 
Contains 33 stones, natural and _ arti- 
ficial. Dealer’s cost, $4.97; total list, 











$7.65, ranging from 10 cents to $1.00. 
Furnished with attractive display, back- 
ground in deep gold and sales message 
in red and black. Complete sales unit 
occupies minimum of counter space. 


Behr-Manning Corp., Troy, N. Y. 


Lauson Outboard Motor 


“Sport King”—has high grade four- 
cycle engine construction; automotive 
type carburetor, and high tension mag- 
neto, which features the manufacturer 
states, make it ‘extremely fast in start- 





ing. Instant starting is claimed in 
blazing hot or frigid weather. The 
Lauson Co., New Holstein, Wis. 
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Features That Really Serve are 
Features That Readily Sell 








. THE RICH LADDER & MFG. CO. 





Safety features, convenience 
features, and long life con- 
struction features charac- 
terize the Rich line. 


Rich Extension Ladders, 
Step Ladders, Single Lad- 
ders, Scaffolding, Ironing 
Tables, Step Stools, and 
Household Specialties are 
all designed and built to 
serve the user and therefore 


to sell readily. Write for 
catalog. 
RICH IRONING TABLES 


A complete line of 16 dif- 
ferent tables, each an out- 
standing value in its price 
class. Many exclusive sell- 
ing features. 


“Work Safe" 
step ladder above, specially de- 
signed for the housewife. 


1006 Depot St. Cincinnati, Ohio 











oP OPERATED 


HOTELS 
In Cleveland HOTEL HOLLENDEN 
In Columbus THE NEIL HOUSE 
In Ahron THE MAYFLOWER 
In Corning, N.Y. BARON STEUBEN HOTEL 


In Jamestown, N.Y. THE JAMESTOWN 
and 


THE SAMUELS 


Theo.DeWitt 


President Vice-President 








The hotels that check with every travel standard 


1940 
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Clinker Tongs 








i Fire Hooks 
Pokers 
Back 7 Wrenches 
Clinker Hooks 





y 
Bars 


- FARRELL- CHEEK - 


MAP ET Ne FC)k 
CLINKER PICKS 
CLINKER HOOKS 
BACK-UP WRENCHES 
FLUE BRUSHES 


SLINKER TONGS 
SLICE BARS 
Lo) oi LO) 
LINKER RAKES 
Sturdily constructed, Farrell-Cheek tools are built ¢ 
ears of severe usage nd designed to meet pra 
uirements They ore efficien easy ft 
rigid to withstand abuse 


Jurable cast steel with welde 


SANDUSKY 
OHIO 


FARRELL-CHEEK STEEL C 








HERES THE BICCEST 
STORE EQUIPMENT 





ATTRACT TRADE 
INCREASE SALES 


Proven results more 
store activity comes to the 
dealer who modernizes his 
store with Heller Equip- 
ment. 

Dealers are breaking profit records by Heller modernization. It 
is the magnet that draws the crowds. Heller Equipment is not 
expensive. They soon pay for themselves through increased sales. 
You can buy them on deferred payment plan. Ask for Heller’s 
_— You'll be amazed at the low prices. Ask for catalog 
o. 40-A. 


W. C. HELLER & COMPANY 


140 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City 


83 











THE 
OUTSTANDING 
FURNITURE 
CASTERS 





““DIAMOND-DART”’ 






FULL 
FLOATING 
BALL 
BEARING 


These are casters that every 
hardware dealer should feature! 


Two sizes with solid tread or rub- 
ber tread composition wheels. 
Ask your wholesale distributor for 
Bassick “Diamond-Dart” casters. 


THE BASSICK DISPLAY BLOCK 





Write for information and how to secure 
this display (8" x 12") that will double 
your caster sales, 


THE BASSICK COMPANY 


Bridgeport Connecticut 





*““Hand-D” Hose Reel 


Takes from 10 to 100 feet of hose. 
Each coil is self-supported and has 
ample air space so that the hose dries 





quickly, does not mildew or deteriorate. 
Reel is fastened with two screws at the 
side of the house or garage; has key 
perforations in the metal back so that 
it can be lifted off instantly and carried 
about. Reel is cadmium-plated and will 
not rust. To take the hose off, the 
patented hasp is unlocked. Retail 
selling price of the “Hand-D” is 50 
cents. Maker suggests a “free” offer 
plan. Display counter cards available. 
Harmony Products, 336 Sacramento St., 
San Francisco, Calif., and Riverside, 
Ill. 


7-In. High Speed Sander 
The United States Electrical Tool Co.., 


Cincinnati, Ohio, announces 7 inch high 

£ 
speed heavy duty sander for general 
production or maintenance work. This 


is amply powered for metal finishing, 





removing scale and rust with wire brush 
and for smoothing welds and casting 
ridges with cup grinding wheel. The 
U. S. 3-in-1 flexible rubber pad adapts 
the sander to curved or flat surfaces. 
Switch is thumb operated and rear 
handle is ball type. Reversible side 
handle can be moved to front or side 
of tool to suit operator. Motor is uni- 
versal operating on direct or alternating 
current, 25 to 50 cycles, standard volt- 
age 110 but available for other voltages. 
It is equipped with 7” diameter 3-in-] 
flexible rubber pad, 3 abrasive discs, 
spanner wrench, 3-wire rubber cable, 
wire for grounding and indestructible 
rubber attachment plug. 


Gun Catalog 


A new edition of Winchester’s pocket 
catalog of guns and ammunition is now 


available. Printed in two colors, en- 
closed in buff covers, this booklet is 
56 pages thick and 6% by 3% in. It 
contains information on 16 rifles in a 
total of 22 styles for hunting, target 
shooting, and 16 popular variations of 
six shotgun models. In addition there 
are several pages of ballistic informa- 
tion on Winchester metallic ammunition 
and shot shells. Winchester Repeating 
Arms Co., Division of Western Cartridge 
Co., New Haven, Conn. 


Portable Oven Display 


No. 1206—reproduced in five eye- 
catching colors. Contains an easy-to- 





read sales message. Size, 41%4 by 36 in. 
Landers, Frary & Clark, New Britain, 
Conn. 


Steel Frames For Wood Sash 


Starline announces a new, patented 
design of steel frames for wood sash in 
a complete range of sizes. No lock, 
latches, or hooks are needed. Special 
spring bolts hold the window securely 
and rigidly in place in all positions, 
whether opened or closed. The patented 
safety bar connecting the corners of 








rigid “Zine-Grip” wings is said to pre- 
vent the sash from jarring loose and 
crashing on the floor. A dealer-display 
of this steel window frame is available. 
Starline, Inc., Harvard, II. 
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l ACCORDING to a poll 


of young men and women conducted 
by the Y.M.C.A., 80 per cent of 
youth thinks that ability is no longer 
the chief asset in getting along in 
the world. If this is a true reflec- 
tion, it is nothing less than shock- 
ing. Because the notion is just as 
fallacious as it would have been 
30 or 100 years ago. 

This feeling that it’s more impor- 
tant to know the right people than 
to know how to do something well 
has been growing all too fast. The 
psychology of achievement narrows 
down to the technique of winning 
friends and influencing people. 

The old-fashioned ‘success story of 
the poor boy who endured hard- 
ships, worked long and hard and 
finally won to the top is sneered at 
as horse and buggy stuff. Success 
nowadays means a meteoric rise re- 
sulting from some brilliant idea for 
a radio program, movie scenario, 
popular song, novel or amazing in- 
vention. And when an ambitious 
young man fails to “click” with his 
titanic idea he decides the world is 
against him in a conspiracy against 
merit. 

The youth’s elders might per- 
suade him to set a longer-range ob- 
jective and work toward it with 
steadier patience but, for a counter 
influence, that is just now the great 
kindler of illusion. This is the care- 
fully cultivated conception that soci- 
ety owes certain things to its youth 
—a new set of inalienable rights 
having nothing to do with equality 
of opportunity. 

Social clubs debate the question, 
“What should government do for 
youth?” In our palmy days the 
question would have been, “What 
should youth do for government?” 
That is the contrasting spirit of two 
ages. 


Youth Out of the Fog 


Perhaps you’ve been one of those 
who say that Americans have gone 
soft, that they no longer display the 
old-fashioned virtues of initiative 
and guts. A good many symptoms 
point that way, we'll admit. But for 
a good antidote to that kind of 
pessimism consider the cases of two 
salesmen who were awarded medals 
by the Beata Quota Fraternity last 
year. 

Jimmie Smith sold insurance in 
Oklahoma City. On the very eve of 
a big drive for business by his com- 
pany he was in an automobile acci- 
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Youth in a Fog 


dent and his jaw was broken. His 
doctor told him that meant going to 
the hospital and being laid up for 
a spell, But Jimmie had plans in 
mind and he went ahead with them, 
jaw or no jaw. He stayed on the 
job with a broken jaw for two weeks. 
closed the business he had lined up. 
won the contest his company was 
putting on—then went to the hos- 
pital and had his jaw placed in a 
plaster cast. Foolish, maybe, but he 
did it. 

Runner-up to Jimmie was not so 
spectacular but probably just as 
heroic. He had been a successful 
executive until his business failed 
and threw him onto the man market 
in middle age to start all over. The 
only job he could get was that of 
routeman for a laundry on a run- 
down, unprofitable territory. Of 
course he felt superior to the job. 
His fellow routemen sensed it and 
gave him the cold shoulder. But 
he stuck to the job, made his route 
pay, won the respect of the other 
men and the regard of his employer. 
Here was moral courage and adapta- 
bility of a high order. 

Look around and you'll find coun- 
terparts of these two men in your 
own community. They are the un- 
sung heroes of the age. 

Nation’s Business 


Quality Entertainment 


Bloomington, Ill., merchants be- 
lieve that if you entertain custom- 
ers and prospects, you will even- 
tually sell them more merchan- 
dise. Partly with this idea in 
mind, they have staged an annual 
“American Passion Play,” for the 
past 16 years, and during the last 
two years, a Central Illinois Art 
Exhibit. Both events attract 
people from all parts of the mid- 
dle west. The American Passion 
Play is held over an eight-week 
period, early in the spring, and 
receives a great deal of pub- 
licity. The art exhibit is unique, 
because it is something never 
tried before by a small city. At 
the last exhibit, some 200 origi- 
nal paintings by great masters and 
contemporary American painters 
were exhibited and approximately 
43,000 people viewed the exhibits 
during the three-week period. 

















Nature has 
adapted cer- 
tain grasses to 
certain grow- 
ing conditions. 
We take ad- 
vantage of this 
natural condi- 
tion in mixing 
Woodruf's 

ADAPTED 

Lawn Seed 




















TOP QUALITY 
IDENTIFICATION 


GRASS SEED DIVISION 


1.WOO0| 


MILFORD, CONN. <*. 





LAWN MIXTURES 


THE SCIENTIFIC WAY OF 
SELLING LAWN SEED 


Sixty-eight percent of homeowners 
interviewed, on a recent survey, pre- 
ferred to pay the price necessary for 
lawn seed growing permanently on 
their land. This means you can sell 
Woodruff's Adapted mixtures, with 


- Gold Seal identifying top-quality, 


and earn 50% to 100% more profit 
To assist you Woodruff furnishes the 


= most complete array of sales and edu- 


cational helps. Write for details now. 
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A Popular Selling 


Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 













One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
wooden handle or lever is fitted with 
sturdy malleable iron pincers with 
Serrated Steel Grips warranted not 
to slip. The 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made _ espe- 
cially for it. Also ideal for tightening 
bands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 




















BELT LACING 





_STEELGRI 








t piece hinged cucer - pat 

8 sizes. In boxes, handy packages, 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions. 


wirecRip 


BELT HOOKS 


Preferred be- 
cause they are 
handled safely. 
and quickly. 











Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect slignment—every hook is 
used, no card waste. Fit Wiregrip 
or any other standard lsecers 
Available in 6 sizes. 


iP 


A necessity at harvest Ln oy a 
binders running — repair binder 
slats easily and quickly tant op 
the field. Get your share of this 
profitable market. 














Write today for Catalog and Circulars 





Sa 1] 
a Bl on Lacing 


Ave., 


jel 2 SHICAGO, USA. 
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100 Reasons Why Consumers Prefer 
Local-Owned Hardware Stores 


(Continued from page 46) 


dise; his store is convenient, de- 
liveries are made promptly; his 
treatment is courteous; his 
prices are right; he is a com- 
munity booster.”—HUMESTON 
HDWE., Humeston. 


95—“His prices are fair; his 
brands have been proved reli- 
able; his advice is valuable and 
sound; his interests are satisfied 
customers and not mere sales.” 
—LENNARSON & JOHNSON, 


Gowrie. 


96—“He has a complete stock of 
high quality reasonably-priced 
merchandise and his experience 
and knowledge is always at my 
command.” —LANDE HDWE., 
Lake Mills. 


97—“I am always assured of a 
square deal, courteous friendly 
service, and a real desire to aid 
me in my hardware purchasing 


problems.’’—O’NEIL BROS., 
Decorah. 


98—“He takes a personal inter- 
est in serving his community 
with fair-priced quality mer- 
chandise and giving prompt 
service with friendly advice 
and information.”—WRIGHT’S 
HDWE., Moville. 


99—“He is looking for my fu- 
ture business and naturally takes 
more interest in my purchases; 
he makes helpful suggestions 
which save time and money.”— 
NELSON HDWE., Northwood. 


100—“The clerks are courteous, 
dependable and accommodating, 
they have the best merchandise, 
prices are reasonable, everything 
is as recommended and gives sat- 
isfaction in every way.”—R. E. 
ROPER HDWE., Eagle Grove. 





The Belknap Hardware & Mfg. Co. 
Celebrates Its 100th Anniversary 


(Continued from page 41) 


vice. Today the Belknap organ- 
ization has 1500 employees, 518 
of whom have been with the com- 
pany for 10 years or more, and 
has 265 traveling salesmen. In 
the past 60 years the company’s 
list of items in stock has increased 
from 1274 to mere than 75,000 
items. Twelve fully equipped 
buildings, with 37 acres of floor 
space, are now used by the or- 
ganization. 

Officers of the company are: 
Charles R. Bottorff, president; 
Luther R. Stein, Charles B. Price 
and Henry B. Heyburn, vice-presi- 
dents; Dara E. Cross, vice-presi- 
dent and treasurer; William C. 
Gibson, Lewis Herndon and Innes 
W. Dobbins, vice-presidents; E. 
A. Converse, Jr., secretary; Her- 
bert W. Spencer, assistant secre- 
tary, and Alexander Heyburn, as- 
sistant treasurer. Robert E. Hin- 
man, Bernard G. Marshall, Charles 
Allen Gage, G. E. MeMakin, 
Glenn R. Brewer, Harry S. Per- 
kins, Charles W. Allen, Arthur 


D. Allen, Wiley B. Bryan and 
William B. Belknap are also di- 
rectors. 

To commemorate the 100th an- 
niversary of the founding of the 
Belknap business the company 
has issued an attractive booklet 
entitled, “1840-1940 Belknap Wel- 
comes Another Century,” telling 
some of the highlights of the 
company’s history and showing 
scenes, in old Louisville, together 
with pictures of the present Belk- 
nap plant and offices. 


This Is No Bull 


At a recent dairymen’s conven- 
tion, held at Sheboygan, Wis., sev- 
eral stores actually put prize cows 
on display in their main windows, 
in honor of dairying. These dis- 
plays drew considerable attention 
with crowds lining the sidewalks 
to see the cows and read the 
numerous placards in the win- 
dows. 
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4 TOP AT “A Great Hore.” 
OY block from Penn Station and Empire State Building 
B. & O. buses stop at our door 
|. LARGE, BEAUTIFUL ROOMS WITH PRIVATE BATHS — 
: pMevie ney. 82 date ” Double from $4.50 daily © 


OTEL MCALPIN 


BROADWAY at 34th ST., NEW YORK- 
Bder KNOTT Management John J. Woelfle, Manager 


















| Just One Insertion | 


Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 











Business Opportunities 
In Hardware Age 








After one insertion he wrote us: 

















"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 










Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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Here’s 4 reasons why it means 


| MORE PROFITS TO YOU 


+ PROTECTION—Rogers offers Ee CE Roe yon offers you 


you protection by exclusively ge special profits A oan ae 


selling through the hardware awd £.. “i chain stores, 
trade and not selling to chain group buyers, etc., by offering a 
stores, group buyers, or mail order superior product at ‘the same price. 





houses 
ers sells for 
QUALITY — Rogers Glue is Yor with tational advertising 
made only from select fish skins Selease, Home Craftsman, etc., 


. ‘ n . : reaching over a mil- 
insuring clarity and uniformity lion consumers 







- also produces greater monthly. 
strength (3800 pounds shearing 
strength per square inch). FREE—Phone or write 





your jobber for free & 
oods offers . . ask him 
* a free display unit— 
ney | Rogers Glue 
**LET GLUEKY DO IT" is to sell R ogers Glue. ii > 


OGERS 


beat \iQuid FISH GLUE 


ROGERS - GLOUCESTER, MASS. 












































In the Sales Spotlight 


The established recognition of a_ time- 
honored name is your best guide—as it is 
for your customers. In rivets, that name 
is recognized by the T R & S Co. trade- 
mark—rivets made by the world’s largest 
and oldest Tubular and Split Rivets fac- 
tory—every rivet perfect, 100% usable, 
accurately gauged to drive easily and 
clinch with non-brittle smoothness. 


TUBULAR RIVET & STUD CO. 


World's Foremost Producers of Rivets 
Wollaston Massachusetts 
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sipoe REFLECTING 
HOUSE NUMBERS 





Priced to Sell 
For $290 and $300 
AN “ALL-SEASON” ARTICLE 
of attractive design, durably built for 
long life and may be retailed at the 
following prices: 
With numerals one side only . . $2.00 ea. 
With numerals both sides. ... 3.00 ea. 
The 3” reflecting units are visible up 
.0 300 feet at night; the numerals, of 
sharp silver with white border, are 
readable at 150 feet. 
CATAPHOTE House Number 
frames are of heavy, rust-resisting steel, 
finished in high grade baked enamel. 
Not affected by atmospheric conditions 
or salt air. 
Width at top 12”, height assembled 24”. 


Nominal Original Investment 
Economical Stock Upkeep 
SEND FOR TRADE PRICES 
AND LITERATURE 


Western Cataphote Corp. 


Toledo, Ohio, U.S. A. 












AT Your service f 


’ 
Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the man- 
ufacturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He's at your 
service! 


HARDWARE AGE 


239 West 39th Street New York N 


he 
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Two True Stories 


(Continued from page 38) 


“Yes, sir,” he said, as he gave 
me a bigger smile than I had seen 
for a long time. “Get in with a 
well managed hardware house, one 
owned by the management not run 
by just hired men, and just stick 
with them and you can’t lose out. 
You see,” he added, “they are 
working for you as well as them- 
selves.” 

The next day a New York 
banker telephoned asking what | 
knew about the credit of a certain 
wholesale hardware house. My 
answer was, “Did you ever know 
a hardware jobbing house to 
fail?” In fifty years in the hard- 
ware business in the United States 
I can only remember three jobbing 
hardware houses failing. And, may 
I add, these failures were not the 
fault of the business but the fault 
of the management. There also 
have been cases where jobbing 
hardware businesses have been 
liquidated, but they paid out in 
full. 

The point as I see it is that a 
hardware jobbing house or two is 
needed in every logical jobbing 
center. Such houses have a fran- 
chise. When well established serv- 
ing their territory no other jobber 
starts in their towns. There isn’t 
room. 

The strength of the hardware 
jobbing business lies in the fact 
that most of them have started 
small and have grown with their 


communities. With possibly one 


exception I can’t remember of any 


large full size jobbing hardware 
business being established any- 


where. They are natural steady 
developments, fit their environ- 
ments, grow from within and so 
are strong. 

The salesman who invested in 
his customers’ stocks was wise. 
Probably he did not know how 
wise he was. 

Women today own most of the 
wealth in the country. Life in- 
surance companies are pouring 
more and more wealth into the 
laps of women. They are our 
largest investors. Before sending 
them to Wall Sireet trustees might 
investigate local stocks. 

The lure of Wall Street is that 
investors can watch the prices of 
their stocks from day to day. They 
also can sell out at any time. They 
can also borrow from banks on 
listed stocks. 

But many an investor has found 
in the long run that his holdings 
of unlisted local stocks in good 
concerns have stood up when his 
listed Wall Street securities have 
“flopped!” 

This salesman added one thing 
that made me smile. He would 
never buy any stock in a certain 
wholesale hardware house because 
its president lived in too large and 
fine a house and kept too many 
automobiles! 


$1,500 in Three Weeks 


(Continued from page 39) 


pliances. These are arranged in 
much the same manner in which 
a woman would arrange such 
items in her own kitchen. Seeing 
these items in one cabinet stimu- 
lates the curiosity as to what is 
in the others and, as a result, be- 
fore the customer realizes it, she 
has looked in all the cabinets and 
the appliances as well. 

The model kitchen has an in- 
direct light over the sink and one 
on the stove. In addition to this, 
lights in the canopy flood the en- 
tire display making it one of the 
brightest spots in the entire store. 


The display is predominantly 
white and is trimmed with red. 
Curtains and small appliances 
shown of the working tables 
carry out this color scheme. 

“In several cases complete 
kitchens have been sold,” says Mr. 
Kelso. “However, most sales are 
for a refrigerator or stove with 
additional equipment to be added 
at a later time.” Small kitchen 
appliances are shown on the work- 
ing tops of the cabinets. Only a 
few items are shown and these 
are always items that might nor- 
mally be used in the home. 


HARDWARE AGE 
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Alabama, The Retail Hardware As- 


sociation of, convention and _ exhibit, 


May 14-16, 1940, at the Tutwiler Hotel, 
Birmingham, Ala. J. H. Crowe, 410 
N. 21st St.. Birmingham, is association 
secretary. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the southern jobbers 
association. 


Arkansas Retail Hardware Associa- 
tion, convention and exhibit, Feb. 19-24, 
1940, at Little Rock. Headquarters and 
sessions at Marion Hotel. Exhibit at 
J. T. Robinson Memorial Auditorium. 
George L. Turner, 322 E. Markham St., 
Little Rock, is association secretary. 


Bigelow & Dowse Co. National 
Hardware Stores meeting, exhibit, ban- 
quet and entertainment. Feb. 22, 1940, 
at the Boston City Club Ballroom, Bos- 
ton, Mass. 


California Retail Hardware Asso- 
ciation convention and exhibit, Feb. 
13-15, 1940, at the Hotel Whitcomb, 
San Francisco. LeRoy Smith, 417 Mar- 
ket St., San Francisco, is association 
secretary. 


Coast-to-Coast Stores Central Or- 
ganization, Inc., Minneapolis, Minn., 
annual convention and exhibit, Feb. 19- 
20 at the Nicollet Hotel, Minneapolis. 


Connecticut Hardware Association 
convention, Feb. 21-22, 1940, at the 
Hotel Taft, New Haven, Conn. Charles 
F. Freeman, Branford, Conn., is asso- 
ciation secretary. 


Georgia Retail Hardware Associa- 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 
not yet available. Robert K. Boswell, 
Box 977, Atlanta, is association secre- 
tary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., June 6 to 8, 1940, 
at the Cavalier Hotel, Virginia Beach. 
H. L. Gilliam, The Wood Shovel & Tool 
Co., 9 Rockefeller Plaza, New York 


City, is secretary-treasurer. 


Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 





1940 


} Conventions 


' and Events 


1940, at the K. C. Hall, Springfield. 
C. G. Gilbert, 1155 Merchandise Mart, 
Chicago, is association secretary. 


Indiana Retail Hardware Associa- 
tion, convention and exhibit, Jan. 30- 
Feb. 2, 1940, at Indianapolis. Sessions 
and exhibit at Murat Temple. Head- 
quarters, Hotel Lincoln. G. F. Sheely, 
915 Security Trust Bldg., Indianapolis, 
is association secretary. 


Intermountain Hardware and Im- 
plement Dealers’ Assn. convention, 
Feb. 14-16, 1940, at the Bannock Hotel, 
Pocatello, Idaho. E. Bell, 211 S. Ninth 
St., Boise, Idaho, is association secre- 
tary. 


Iowa Retail Hardware Association, 
convention and exhibit, Feb. 6-9, 1940, 
at Des Moines. Sessions at Hotel Savery. 
Exhibit at Coliseum. Philip R. Jacob- 
son, Mason City, is secretary. 


Louisiana Retail Hardware and Im- 
plement Association, June 20-21, 1940, 
at the Hotel Bentley, Alexandria, La. 
David O. Mansfield, Alexandria, is as- 
sociation secretary. 


Marshall-Wells Company. Asso- 
ciate Congress at Duluth, Minn., on 
Jan. 29, 30 and 31, 1940; at Portland, 
Ore., on Feb. 12, 13 and 14; at Spo- 
kane, Wash., on Feb. 5, 6 and 7; and 
at Billings, Mont., on Feb. 19, 20 and 
21. Clerk schools will be held in 1940 
at Duluth, Minn., on Feb. 5, 6 and 7; 
at Portland, Ore., on Feb. 19 and 20; 
and at Spokane, Wash., on Feb. 12 
and 13. 


Michigan Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at Detroit, Mich. Sessions and 
headquarters, Statler Hotel. Exhibit, 
Convention Rall. H. A. Daschner, 1112 
Olds Tower Bldg., Lansing, Mich., is 
association secretary. 


Minnesota Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
20-23, 1940, at the Minneapolis Audi- 
torium, Minneapolis, Minn. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is association secretary. 


Mississippi Retail Hardware and 
Implement Association convention, June 
10-11, 1940, at the Markham Hotel, 
Gulfport, Miss. David O. Mansfield, 
P. O. Box 1696, Jackson, Miss., is as- 
sociation secretary. 

Missouri Retail Hardware Associa- 
tion, convention and exhibit, Feb. 13-16, 
1940, at Auditorium, St. Louis. L. C. 
Kreh, 2861 Gravois Ave., St. Louis, is 
association secretary. 















WONDER 
TOOL 
that 
SELLS 
ITSELF 












Our national advertising sends you new 
buyers for Handee, who become year-around 
regulars for accessories 

Be sure to have this attractive Demonstra 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front 
Requires only 2 sq. ft. space 


Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mecharrics, 
repairmen and hobbyists everywhere, be- 
cause of precision performance, unequalled 
smoothness and safe speed. 
Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories 
Ultra de Luxe Set (De Luxe Handee and 27 
most popular Accessories in metal carrying 
ease) $25.00. 
Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 

Write for Special Deals and Full Information 

on Accessory Counter Case. 

CHICAGO WHEEL & MFG. CO. 


Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA, Chicago, ili. 








PROFITS for both 
JOBBER & RETAILER 


pany, 
CUPBOARD SET 
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You need not appear skepticall Here 
is a hardware line that has and can be 
handled by both jobber and retailer at 
a profit. Remember, every item is a 
proven "best seller" for which the con- 
suming public has daily need. No sales 
pressure need be applied for these at- 
tractive carded-items sell themselves. 
The logical results are easy sales and 
quick profits. Send for our catalog of 
Builders’ Finishing Hardware. 


Se cs --- — 
A PULL OR SASH LIFT ‘| BASE DOOR GUM. / 














THE SHELBY SPRING HINGE CO. 


Main office and factory 
SHELBY, OHIO 
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Collins Axes. 


Collins axes, mattocks, 


Co., Collinsville, Conn. 


CUT yourself a 
BIGGER SHARE 


of axe business! 





Collins Axes, first on 
Balance, Temper, Steel, 
Straight Eye—"cut longer 
between sharpenings.’’ 
These definite advantages 


prompt users to choose MICHIGAN 


SINGLE BIT 


The complete line of 


small axes, hatchets, bush 
hooks, hoes, offers sizable 
profits, satisfied customers. 
Order from your jobber. DAYTON 
If he can’t supply you, SINGLE BIT 


please write us. The Collins 


For 114 years 
this trade mark 
has been the 
guide to the 


best in axes. Laerrimus 





BIT, BEVELED 


> 





hs 


DAYTON SINGLE 











BLAKE & LAMB 


The steel trap which “showed its 
metal” during the 1939 trapping sea- 
son will again be the outstanding 
value for 1940. Before pledging 
yourself to any brand of steel trap 
for the coming year—consider the 
proposition which The Hawkins Com- 
pany will present to the hardware 
trade. A_ proposition so advanta- 
geous that it will enable the jobber 
and dealer to meet and beat any 
form of competition! 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 











National Contract Hardware Ass’n 
will meet in Chicago, Il., Sept. 24-26, 
1940. 


National Retail Hardware Asso- 
ciation, 41st annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 


Nebraska Retail Hardware Associa- 
tion, Jan. 30-Feb. 1, 1940, convention 
and exhibit, Omaha. Sessions and head- 
quarters at Hotel Rome. Exhibit at 
Municipal Auditorium. Edward C. Her- 
manson, 325 Insurance Bldg., Lincoln, 
is association secretary. 


New England Hardware Dealers’ 
Assn., conventien and exhibit, Feb. 27- 
29, 1940, at Statler Hotel, Boston, Mass. 
Hubert A. Meier, 140 Federal St., Bos- 


ton, is association secretary. 


New York State Retail Hardware 
Association, convention and_ exhibit, 
Feb. 20-23, 1940, at Rochester. Sessions 
and headquarters, Hotel Seneca. Ex- 
hibit at Convention Hall. Nicholas H. 
Kiley, 508 Hills Bldg., Syracuse, is 
secretary. 


North Coast Hardware and Imple- 
ment Dealers’ Association convention 
about Feb. 22 at the Multnomah Hotel, 
Portland, Ore. Theo S. Coy, Olympic 
Hotel, Seattle, Wash., is association 
secretary. 


North Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 


Northern Wholesale Hardware 
Co. 1940 merchandise exhibit and 
convention, with banquet and entertain- 
ment. Feb. 18, 19, and 20, 1940, at 
W.O.W. Hall, 615 S. E. Alder Street, 
Portland, Ore. 


Ohio Hardware Association, conven- 
tion and exhibit, Feb. 13-16, 1940, at 
Columbus. Sessions and headquarters 
at Deshler-Wallick Rotel. Exhibits at 
Auditorium. John B. Conklin, 175 S. 
High St.. Columbus, is association sec- 
retary. 


Oklahoma Hardware and Implement 
Association, convention and_ exhibit, 
Feb. 6-8, 1940, at Municipal Audi- 
torium, Oklahoma City. Charles F. 
Nelson, 301 Key Bldg., Oklahoma City, 


is association secretary. 


Pacific Northwest Hardware & Im- 
plement Association, convention and ex- 
hibit, Feb. 19-21, 1940, at the Daven- 
port Hotel, Spokane, Wash. Dale 
Strong, 523 Realty Bldg., Spokane, is 
association secretary. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Pennsylvania and Atlantic Sea- 
board Hardware Association, conven- 
tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Rall. W. Glenn Pearce, 
400 N. Broad St., Philadelphia, is asso- 


ciation secretary. 


Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 19-21, 1940, at Long Beach. 
Headquarters, Hilton Hotel. Sessions 
and exhibits at Municipal Auditorium. 
J. V. Guilfoyle, 1126 Rives Strong Bldg., 


Los Angeles, is association secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
12-14, 1940, at Sioux Falls. Headquar- 
ters, Cataract Hotel. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, Cot- 
tonwood, is association secretary. 


Northern Wholesale Hardware Co., 
109 S. E. Salmon St., Portland, Ore., 
17th annual convention and merchan- 
dise show at the Woodmen of the World 
Hall, Portland, Feb. 18-20, 1940. 


Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ association. 


Tennessee Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
6-7, 1940, at the Hotel Andrew Jackson, 
Nashville. R. K. Boswell, Box 68, Chat- 


tanooga, Tenn., is secretary. 


Triple Mill Supply Convention, 
April 22-24, 1940, at the Adolphus 
Hotel, Dallas, Tex., comprising the 
Southern Supply & Machinery Distrib- 
utors’ Association, secretary, Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va.; National Supply & Machinery Dis- 
tributors’ Association, secretary, H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., and the American Supply & Ma- 
chinery Manufacturers’ Association, sec- 
retary, R. Kennedy Hanson, 1108 Clark 
Bldg., Pittsburgh, Pa. 


Virginia Retail Hardware Associa- 
tion, convention, Feb. 20-21, 1940, at 
the Hotel Roanoke, Roanoke. G. T. 
Omohundro, Jr., Scottsville, Va., is sec- 
retary. 


West Virginia Hardware Associa- 
tion, convention, Feb. 21-22, 1940, at 
the Frederick Hotel, Huntington, W. 
Va. H. B. Clower, Oak Hill, is associa- 


tion secretary. 


Wisconsin Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at the Auditorium, Milwaukee, 
Wis. H. A. Lewis, Stevens Point, is 
association secretary. Geo. W. Kornely, 
3374 N. Green Bay Ave., Milwaukee, is 
exhibit manager. 
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JEWEL M 


dealers all over the country. 


answer in the Jewel Line. Ask your 
money-makers. If he can’t supply 
you, write us direct. Abrasive 
Products, Inc., So. Braintree, Mass. 


Packaged to SELL..Built to Stay Sold 


Attractively packaged for easy handling and quick turnover, these 
uniformly accurate Jewel Abrasive Stones meet every need of the 
hardware trade—round out the famous Jewel Line of Quality 
Abrasives — and are proving a big success with thousands of hardware 


Grinding Wheels. Oil Stones. Bench Stones of Aluminum Oxide 
or Silicon Carbide. Shaped Stones, Round, Half-Round, Taper-Round, 
Triangular and Square, for die and tool work, in a complete assortment 
of sizes and grits. Whatever your customers’ needs, you'll find the 


OLDED ABRASIVES 














jobber for these quick-moving 
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ABRASIVE &# PRODUCTS 
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ANDERSON & IRELAND CO. 


who, having been leaders in the hardware and industrial trade 
since 1805, know that modern business demands adeqate ser- 
vice. 

For that reason it is most logical that they are ready to fill 
your orders promptly—from stock—for BERNARD PLIERS, 
PUNCHES, NIPPERS and PRUNERS. 

Any A. & |. salesman can tell you that Bernard Tools are a 
necessity in the factory, shop, home or on the farm. 


Write us for new condensed catalog—Now! 


MADE IN U.S.A. BY 


THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN. 
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Your Fellow Dealer 
Wrote That Profit Message... 


Now—all you need to do, is write for more copies 
of letters from community hardware dealers just like 
yourself, to find out how hundreds more are getting up to $8 per day com- 
bined rental money for their Lincoln 6peed-O-Lite and Dustless Disc Sanders 
plus an equal amount of extra sales on finishing supplies. 

Get Your Copy of the Lincoln Merchandising Plan. Write for 
Full Details and Pay-As-You-Profit Terms! 


LINCOLN-SCHLUETER 


FEO OH MACH IRERT: COR) Bet... 238% 
12 WEST CRAND AVENUE CHICACO, ILLINOIS 


World’s Manufacturer of the Most Complete Line of Floor Maint Equip t 
















incorrect addresses and duplications. 


Write for 












JANUARY 25, 1940 


We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 

Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 

Also we save you considerable sums for postage and promotion material by eliminating dead names, 


Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 239 West 39th Street, New York, N. Y. 
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MURMAC 


GENUINE CLARK EXPANSIVE 


Our tools are guar- 
anteed against de- 
fects and to bore 


all kinds of wood 
including hard woods, without choking 
or pulling out 


Established 1919—Send for Catalog 


MURMAC MFG. CO. csiceser moss 















SCRU-LESS 
WINDOW 
CLEANERS 


Single rubber equal to two or more. Use 
all four edges of rubber. Sliding handle. 
No screws. / 
We also make lawn rakes, mop sticks, 
suction washers, rat traps, etc 
Send for circulars and prices. Territory >) 
open for a few more good commission 
salesmen. 


W. E. KAUTENBERG CO. 


{ 
J 








FREEPORT, ILL. SS 


DENISTON 
ned sea NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump” . . . Send for samples. 


The DENISTON Co. “ziizx23° 


O3 Willsee THIS AD 
ESOLE SHOES 



















FOR OMLY 


$0-LO mends holes, 
worn spots in rubber, leather, 
eam, cloth. Spreads like 
= e butter. Dries tough 
ay overnight Flexible, 
e 7 non-skid,waterproof. ACH 
ee aN - Won't come off — 
ea = | guaranteed | 25c (25 
em repairs). At all 10c 
f. . & hardwoere stores. 
SO-LO WORKS, CIN., O. 
PHONE YOUR JOBBER FOR SO-LO 














The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 

et hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
15 Hathaway Street, Beston, Mase. 
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E-Z CORN POPPER 
The Original Rotary Corn Popper = 

The Popper That Puts ¢ ; 

The Pop in Pop Corn 










Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 
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The “WHO MAKES IT ?”’ issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


McIntosh, S. D.: Who publishes 
the National Locksmith? McIntosh 
Hardware Co. 


ANSWER: National Locksmiths’ 
Association, 1033—15th Street, Den- 
ver, Colorado. 


* * * 


Lambertville, N. J.: Who makes 
trolley store cash carriers, etc.? 


Joseph Finkle. 


ANSWER: J. L. Baldwin Carrier 
Co., 28 So. Clinton St., Chicago, Il. 


Taunton, Mass.: Who makes a tea 
wagon barbecue? The Pierce Hdwe. 
Co.. Inc. 


ANSWER: J. M. Huntington [ren 
Works, La Canada, Calif. 


Opelousas, La.: Who makes safety 
window cleaners’ seats? J. B. Sandoz 
Inc. 

ANSWER: Sil Seat Mfg. Co., 
6408 Euclid Ave., Cleveland, Ohio. 
Geo. Lange, 16 Durnham Place, 
Brooklyn. N. Y. 


* * * 


Wakefield, R. I.: Who makes gog- 
gles for use in under-water swim- 


ming? Wakefield Branch Co. 


ANSWER: H. S. Cover, Chippewa 
Ave., South Bend, Ind. Chicago Eye 


HARDWARE AGE 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Shield Co., 2306 Warren Blvd., Chi- 
cago, Ill. Welsh Mfg. Co., 52 Troy 
Street, Providence, R. I. 


Holyoke, Mass.: Where can we 
purchase French coignant crystal 
ground glue? The Wells Hardware 
Company. 


ANSWER: Charles Products Co.. 
98 Beekman St., New York, N. Y. 


Youngstown, Ohio: Who imports 
the Tyzak moulders’ tools? The 
Cavanaugh Co. 


ANSWER: Irving Hardware Co.. 
12 Warren St., New York, N. Y. 


Detroit, Mich.: Who makes a rack 
for hanging up pots with adjustable 
hooks, etc.? Rayl Company. 


ANSWER: Collins & Thompson. 
37 Ninth Ave., New York. N. Y. 


Rego Park, L. I.: Who makes 
Vinco boiler cleaner? Booth Supply 


Co. 


ANSWER: Vinco Co., Inc., 305 E. 
45th St., New York, N. Y. 
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Brockton, Mass.: Who makes 
Rough on Rats? A. I. Task Co., Ine. 


ANSWER: E. S. Wells, 710 
Grand St.. Jersey City. N. J. 


* * * 


Lewistown, Mont.: Who makes the 
Martin feed grinders? Montana 
Lumber & Hdwe. Co. 


ANSWER: Martin Mfg. Co., 
Anoka, Minn. 


Birmingham, Mich.: Who makes 
the Case Cutlery? McBride Hdwe. 
Co. 


ANSWER: W. B. Case & Sons 
Cutlery Co., Bradford, Pa. 


Cincinnatus, N. Y.: Who makes 
the Newton brooders? A. B. Brown. 


ANSWER: Buckeye Incubator 
Co., Springfield, Ohio. 


Dover, N. H.: Who makes the 
Trenjer water bubblers? Dover 
Hdwe. & Plumbing Supply Co. 


ANSWER: Trenton Brass & Ma- 


chine Co., Trenton, N. J. 








LARGE STOCKS... 
UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 









and Heavy Structurals, Channels, 





Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 









Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 



























A popular henened 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 






National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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Chassihied Opportunities. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  _Clanrikied Adwentining Ratea | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
50 words ‘ NaKeedwens .50 
Each additional word ‘ 0 
Allow Seven Words for K eyed. Address or Y our Address 


BOXED DISPLAY RATES 
One inch . és 
Each ‘additional inch eendenens 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept 
239 West 39th St.. New York City 











| = Positions Wanted 


|| Postion Wanted | 


| = Positions Wanted 








HARDWARE PERSONNEL, 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookk: 


cepers 
and stenographers for New York hardware re 
No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
tiated Placement Bureau, 152 West 42nd Street, 


ailers and wholesalers. 


New York City. 





OUR FILES 








Young married man of twenty-seven 
with five years’ chain store and hardware experience; 
window trimming and counter layout a specialty be 
sides a good knowledge of all phases of store opera- 
tion; also linoleum mechanic and glazier. A perma- 
nent location desired with future dependent upon 
ability and production. 


AL LEMMON 
10 West 4th Ave., Clearfield, Pa. 








YOUNG MAN CAPABLE OF 
ASSUMING RESPONSIBILITY; 


29, married, college graduate; 11 years’ general 
office experience; varied background: manage 
ment, accounting, addressograph, typing; can 
adjust self to your business; references. 


Address Box D-813, care of fi apewans AGE 
239 W. 39th St., City 











YOUNG MAN WITH CHAUFFEURS LI- 
CENSE desires position driving and assisting 
outside salesman. 3 years experience in 
metal rolling industry. Willing worker, good 
appearance, pleasing personality and quick 
to learn Write 


Box No. D-769, care of HARDWARE AGE, 
239 W. 39th St., New York City 











GENERAIT HARDWARE MAN 
E'GHT years’ experience 
retail hardware stores for seven years. Thirty-six 
years old Prefer work in San Francisco Bay 
area, Northern California, or Arizona. A-1 refer- 
ences. Address Walter C. Miller, 1820 Clemens 
Road, Oakland, California. 





WITH 





SAILESMAN - REPRESENTATIVE, WITH 
ENVIABI.E SALES record desires connection 
with hardware or tool manufacturer. Over 2 
years’ experience in the Metropolitan New York 
area, contacting the wholesale and retail hard- 
ware and mill supply accounts. Would like 
permanent position with reliable company. Per- 
sonal interview preferred. Address Box D-786, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City 


MANUFACTURER'S REPRESENTATIVE 
DESIRES A LINE for the New England area 


Trade covered—-wholesale hardware, hardware 


chains, and direct buyers among the better class 
of hardware dealers. Prefer to hear from a 
manufacturer f a fast-moving competitively 


priced staple line. Address Box D-807, care of 
Harpware Acer, 239 W. 39th St., N. Y. City 


MR. MANUFACTURER, IMPORTER, JOB 
BER OR distributor, are you looking for repre 
sentation in the St. Louis area 28 years’ 
experience and well acquainted with the whole 
sale and retail outlets in hardware, electric and 
plumbing supplies, paint and brush lines, or 
specialties, general merchandise and novelties 
Give details of your proposition and_ territory 
desired covered. Can furnish A-1 references and 
bond if necessary. Address Box D-804, care ot 
Harpware Ace, 239 W. 39th St., N. Y. City 


Manager of two 








MAN, AGE 30 YEARS, mar- 
ried, 14 years’ experience, retail hardware. Lock- 
smith, electric: B general repair, selling; experi- 
ence selling wholesale electrical supplies. Metro- 
politan area preferred. Address Box D-802, care 
of Haroware Ace, 239 W. 39th St., N. Y. City. 


iARDW prs 


SALESMAN DESIRES POSITION WITH 
MANUFACTURER calling on hardware and 
automotive jobbers in the state of Indiana. Have 
a broad acquaintance with the lumber, hardware, 
implement and grain retail trade, 15 years’ sales 
experience; 47 years of age and can furnish 
hest of references. Address Box D-809, care ot 
Harpware Acre, 239 W. 39th St., N. Y. City. 


SALESMAN-CLERK, DESIRES POSITION 
WITH either retail or wholesale company. Sin- 
cere, willing worker, married, over 20 years’ ex- 
perience in the hardware and tool lines. Excellent 
display ability. An exceptional opportunity for 
a merchant who needs someoné to handle his 
business with thought and care. Interview ap- 
preciated. Address Box D-785, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


20 YEARS’ EXPERIENCE RETAIL AND 
Wholesale selling of Hardware, Housefurnishings, 
Toys, Paints, Builders’ Hardware, Electrical, 
Plumbing, Factory, Mill Supplies, Sporting Goods. 
Radios—experienced window display, store de 
partmentizing, showcard and sign work. Willing 
to locate anywhere for a steady and permanent 


| in Texas, Louisiana and Oklahoma. 





position at a reasonable offer. Available at once. 
Address Box D-784, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


| 
| 
———————— nae | 
| 
| 


ALERT, EXPERIENCED AND 
RELIABLE manufacturer’ $s representative is 
desirous of making a new connection. Well | 
acquainted with, and have a large following | 
among, the hardware trade throughout New Eng- 
land. Present work consists of contacting estab- 
lished outlets and developing new ones Mose | 
| 
! 


YOUNG, 





doubled business of present connection in one 
year in the New England territory. If you are 
interested in taining the finest possible repre 
sentation in this territory and have a_ sound 
proposition to offer please write to—-Box D-808, 
care of Harpware Acr, 239 W. 39th St., N. ¥ | 
City 


| or Texas. Not afraid of long hours. 


| D-798, care of 


| better class of trade in 
Prefer direct 


SALESMAN SELLING THE TRADE IN 
Chicago Territory for the past twenty years wants 








to connect with a reliable manufacturer free to 


cover Illinois and Indiana in own car. Salary 
or commission. Address Box D-803, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


BUILDERS’ HARDWARE MAN THOR- 
OUGHLY EXPERIENCED in buying, selling, 
and contract work desires connection with con- 
cern who needs capable man in hardware, or in 
hoth hardware and paint departments. Address 
Box D-805, care of Harpware Ace, 239 W. 39th 
i. . w Sat 





SAL ESMAN WITH TWENTY YEARS’ EX. 
PERIENCE selling the retail and wholesale trade, 
wishes to represent an established Manufacturer 
Can furnish 
as to sales ability and dependability. 
Acquainted with Hardware, Mill Supply and 
Plumbing Trade. Available immediately. 

dress Box D-782, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








references 


PAINT SALESMAN WITH YEARS OF 
experience and wide acquaintance among stores, 
lumber yards, and building material dealers in 
Florida desires connection with a manufacturer. 
Capable of missionary work. Presently employed 
and only interested in a permanent position on 
salary—expenses _ basis. Address Box D-797; 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 


BUILDERS’ HARDWARE ESTIMATOR 
AND SALESMAN desires connection with con 
cern specializing this line. No building too large 
to handle Canable of buying and managing 
department. Prefer Georgia, Florida, Louisiana 
Perma- 
Address Box 
239 W. 39th 


nent position only considered. 
Harpware AGer, 
St., N. Y. City. 

POSITION WANTED THOROUGHLY 
EXPERIENCED HARDWARE salesman, spe- 
cializing in future selling, established with the 
Kansas and Missouri. 
factory connection, selling jobbers 
and large retail outlets or establishing any major 
line in this territory. Address Box D-796, care 
of Haroware Ace, 239 W. 39th St, N. Y. 


ity 














postage for remailing. 


Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 
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dress 
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man for jobber 


seeks a connection 


statements, cost 
dress Bex 1-792, 





SALES’ AN, TWELVE YEARS’ 
ENCE COVERING 
sporting gocds trade 
desires position with 
fave also covered South and 
Central West, eight 


References. Address 
WARE AGE, 239 W. 


for a manufacturer desirous of procuring direct 
factory representation and thorough, intensive 
—_ and complete coverage ir this territory. For WANTED—MANUFACTURERS’ AGENTS 
further details address—Box D-806, care ot CALLING ON the hardware trade and lumber B. oO ovumiion _] 
Harpware Ace, 239 W. 39th St., N. Y. City. r i volume. Maryland, AVILES Pp 
Virginia, the Carolinas, ——— 


I AM 32 YEARS OF AGE, honest, depend- | ,,. SALESMAN FOR 
_ energetic, capable, courteous and neat. Have 
had 10 years’ practical business experience in the 
— retail general hardware and paint lines, and fo: 
5% years was in the employ of a large hard- 


W. 39th St., N. ¥. 


ware firm. Can furnish good reference. Reside en 

at present in Massachusetts, but am free to go | SALESMEN WANTED 
anywhere. Address Box D-794, care of Harp- | DLEWEST (Chicago, 

ware Ace, 239 W. 39th St., N. Y. City. New Jersey, New York State, 


. and Baltimore for an est: ablished manufacturer of 
EXPERI. | trunk, suitcase and paper ; , 
PERI for particulars. Address—S. Modern Stamping 
& Metal Co. Inc., 


hardware, building and 
Southern New York State, 
manufacturer, or specialty 


Y. City. 


years, for bicycle and mo- 


Box D-793, care of Harp- 


39th St., N. Y. City. are still open. The 
——- ——_—___________.. | honest and industrious 


ACCOUNTANT BOOKKEE PER. OFFICE | himself. Many territories now have 
MANAGER WITH 
wholesale hardware and electrical supply fields | 1400) nagy 

with a reputable manufactur aes fg. 
ing or jobbing organization. Capable of taking 
complete charge, preparing tax returns, financial | WANTED: SALESMEN 
records, systematizing. Ad- S E 
care of Harpware Acer, 239 | 
W. 39th St., N. Y. City. | 


IT COVER THE WHOLESALE AND retail 


-_ 
hardware trade in 
Have an interesting, economical and sound plan 


10 years’ experience in the 


A 
TAT 
il FT SHOPS TO 
INE 


FORNIA. 


yards for item of 












































: eee a9 - | 239 W. 39th St., N. ¥. City. 
. SALESMEN ANTED THROUGHOUT 
= SIDE a COUNTRY pect sey hardware, house- | ————— ein LS 
A TE ware, seed stores and florist trade for a new dis- 
bs tinctive line of wood garden labels and house- HELLER HARDWARE FIXTURES, 78 FT. 
ts To salesmen now calling on Hardware, Variety and A. A . DISPLAY ll cases, paint and housefurnishings 
ro General Stores in small towns and cities, we offer hold utility stix. Opportunity for permanent ee, ne k, a 
r a good, staple side line of 19¢ and 25¢ Paints on a connections, commission Exclusive terri- shelving, nail bins, glass rac wrapping counters, 
Y commission basis. Write advising territory covered tories. State lines carried, territory covered. | display and cutlery tables. Complete set costs 
of and lines now carried. Address Box D-799, of Harpware Ace, | $3,000. Will sell for $750. Address—Mazer 
y: Address one 708 er nee AGE 239 W. 39th St., N. Y. City. . Brothers, Bourse Building, Philadelphia, Pa. 
> Sep le ss einlaaicepactelccndinspinieititeson 
g, SALES REPRESENTATIVES WANTED: 
n- MEN ALREADY covering territory with non- FOR SALE—POCKET KNIFE PUNCHES 
in SALES REPRESENTATIVES WANTED!!! conflicting lines calling on wholesale and major and Gea of Challenge Cutlery Co., suitable for 
ss to sell NEW COFFELATOR. Easiest selling ‘om retail hardware dealers highly competitive pega (eat complete line (75 sizes) of "pocket knives 
th on the market. 2 to 6 s of the most delicious quality line of grinding wheels and sharpening nd ibe for complete line of razors—all in 
coffee in 1 to 3 minutes. No metal parts. Famous stones as side line on commission basis. States pone 8 ition: ee $109,000; will sell cheap 
- infusion method. Approved by coffee experts. Best east of Mississippi River except New York Met- | Pt"'ec! ey "A hve ms ot Schrade Sey 
x your "territory. 6, beautiful — tor live ropolitan District and Memphis. Colorado, Utah, asat Shunt Bridgeport, Conn. . 
e, ee Establish your own business. Write at once Wyoming and Montana also open. Liberal com- 3 ? f ; 
er stating what territor: missions payable semi- — if desired. Ad- 
sh Address—COF "LATOR ‘COMPANY ditional commission on orders from new 
y. Market Street. Newark, N. J. accounts. Address—Goodrich, 1500 W. Madison COLLECTIONS--GET YOUR MONEY ON 
id St., Chicago, Illinois. those slow-paying wholesale or retail accounts. 
. anywhere .in the United States or Canada. 10 
9 AVAILABLE: SPRING LINE OF METAL cents po faze brings free no-commission, copy 








porch and lawn chairs, sun tan cots, etc. Also, 


TORY TO sell well-known 
cutlery in conjunction i 


dress Box D-811, care HARDWARE 


New England States, 


box hardware. Write 


Write full particulars the 
Company, West 


CAI.LING ON HOUSEWARES AND 


( J 

! OF ICE TONGS AND HOUSEWARES. 
HAV - ADEQUATE REPRESENTATION IN 
CALIFORNIA. ~ADDRESS.—A.B.C. _PROD- 
UCTS 


INCORPORATED, 


aed 11952 MONTANA 
the New England territory. AVENU E, WEST 


LOS ANGELES, CALI- 





Delaware, W. Virginia, 
rennessee, Georgia, Florida, Alabama, Louisiana, 


- Mississippi, and Texas open. 
|Sales Repnesentakives Wanted | | srusually “good, brief si 
agents. Address Box D-801 


Ace, 239 W. 39th St., 


(Positions Wanted |) [Sale Representatives Wanted] |[ Accounts Wanted 





SOUTHERN’ TERRI- 


line of English | ESTABLISHED MANUFACTURER'S 


AGENT WITH WAREHOUSING 


present lines. Ad 


facilities, 
Ace, 239 selling jobbers, retailers and industrials in Michi- 
gan, Illinois, Wisconsin, and Minnesota, desires 


——_———— | one more good, volume line. Very well known, 


manufacturer. Address Box D-800, 


a 8. $8. < : | 
also Philadelphia | jisnpwane AcE, 239 W. 39th St., N 


E. Houston St., 





FROM EACH ONLY INTERESTED IN A_ LINE 


ADDRESS BOX D-814, CARE OF 
CITY. 


TO COVER MID | has the best of connections and an unusually good 
sales record. Offers real representation to right 


of 
City. 


ESTABLISHED SALES ORGANIZATION 
HANDLING TWO NATIONALLY KNOWN 
LINES WITH TWENTY YEARS OF 
SALES REPRESENTATIVE TO ESTAB- | ING AND ACQUAINTANCE WITH 
torcycle manufacturer. Single, middle aged. | LISH AND build a dealer clientele to handle | HARDWARE JOBBERS, SPORTI 
a reliable electric fence controller. Several states JOBBERS, ELECTRICAL JOBBERS, 
we want must be FURNISHING JOBBERS, NOTION 
and be able to finance | NOVELTY JOBBERS,. TOY JOBBERS, ALSO 
a good many | THE LARGER RETAILERS, DEPARTMENT 


SELL- 

THE 
NG GOODS 
HOUSE> 
AND 


dealers but need a good man to direct the sales. STORES, PREMIUM USERS AND CHAIN, 
first letter. Address DRUG, GROCERY AND TOBACCO- AC- 

Allis, Wis. COUNTS, DESIRES ANOTHER FACTORY 

CONNECTION ON A COMMISSION BASIS. 


THAT 
CAN BE BUILT TO A VOLUME ACCOUNT. 
VARES AND | TERRITORY COVERED: PENNSYLVANIA, 
AN ATTRACTIVE | nigw JERSEY, DELAWARE, MARYLAND 
AND THE DISTRICT OF COLUMBIA. 
HARD- 
WARE AGE, 239 W. 39TH ST., NEW YORK 









































This will make an FOR SALE—HARDWARE BUSINESS IN 
sideline for acceptable | city of 16,600 population. Inventory $7,500 
, care of Harpware | Wish to retire after many years of business. 
N. Y. City. Address Box D-812, care of Harpware Acer, 

















righted Deadline Notices. State how many you 
ve beach chairs and hammocks and insulated picnic ficcounts Wanted | need. Address—Credit Merchants’ Association, 
F boxes. Exclusive territory. No house accounts. Commonwealth Annex, Pittsburgh, Pa. 
S, Commissions paid promptly. Tell us your main | : : 
in line. State territory you cover and how often. | MANUFACTURERS’ REPRESENTATIVE _ 
‘a a The Walter S. Kraus Company, Wood: | (at TiING ON THE hardware and mill supply FOR SALE—GOOD HARDWARE BUSI- 
ns side, N. Y. | trade in Pennsylvania, Maryland, Delaware, and | NESS in best small town in ‘‘The Valley of The 
7 gia oad - | District of Columbia desires a line of tools or | Sun,” Arizona. Established 40 years, good 
a REPRESEN TATIVES COVERING PLUMB.- | hardware specialties on commission basis. Have | stock approximating $10,000, fixtures about 
, ING SUPPLY JOBBERS to handle complete been covering above territory since 1924—well | $3.900. Buyer can get favorable lease on build 
line of specialties. Full time or side line. Ad- | established. Best of references. Personal inter- | ing. Cash talks. Good reason for selling. Ad- 
R dress—-Pinol Mfg. Co., Inc., S. W. Cor. Hancock view preferred. Address Box D-810, care of | dress Box D-795, care of Harpware Ace, 239 
) & Berks Streets, Philadelphia, Pa. | Harpware Ace, 239 W. 39th St., N. Y. City. WwW. Sh &., B.. ¥.. City: 
“a nea iB et O38 ia = eee 
g 
lI 
ol . 
x The St or y @] f the Year after year HARDWARE AGE has led its field 
- Mu 17, in the volume of classified as well as display adver- 
= WAN T A D tising published. @ Its classified columns have proven 
4 a valuable aid in bringing together buyer and seller, 
‘4 A Business paper’s value as a vehicle for employer and employee. Those who contact the 
” “Want Ads” depends upon how widely and hardware trade most closely know, from observation 
, i , is read in - =, g — and experience, that HARDWARE AGE is most 
“4 classified advertiser in placing his adver- ° . 
widely and thoroughly read by live hardware men. 
. tisement in HARDWARE AGE offers spon- Y enry Y 
taneous evidence of his conviction that this AGE 
paper is most widely and thoroughly read 
in the hardware trade. 
1940 95 
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FUSES 


THE COLOR TELLS THE SIZE 


MORE SALES 
with COLOR 


The variety of colors for the different 
amperages—2-color cartons and 7-color 
display box attract attention. The’’Plus 
Values” turn interest into sales. It 
all adds up to more PROFIT for you. 


Ask your Jobber for COLORTOPS 
Write for Sample 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 








New Business Opportunities. = 


THE TRUE TEMPER TAPER FORGED SHOVEL 
THE TRUE TEMPER DYNAMIC HAMMER 
THE TRUE TEMPER TOMMY AXE 


Have set new highs...in buyer preference 
...in sales... because of tremendously 
improved design ... utility... value. 


For your profit’s sake... be the first to display and promote 


TRUE TEMPER PRODUCTS 











ay RAGE, " Seeds 








ORDER A DISPLAY CASE 
of Page’s Tested and Dated 
Seed Packets on Our 
SALE AND RETURN CONTRACT 


ONION SETS, PA-SE-CO BRAND SEED CORN. 
A full line of Selected and Tested Varieties of FIELD, 
VEGETABLE and FLOWER SEEDS. 


Write for our 1940 “At Your Service 
Wholesale Price List Since 1896.” 


THE PAGE SEED COMPANY 


P. O. BOX B-3 GREENE, N. Y. 


Genui"° NOMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


ET SAVE FURNITURE 
re atele) rel -1 9-0 201011 31 











Rubber Cushior 


If he is not supplied write to 


N.Y. C. 


Ask your Jobber 


DOMES of SILENCE, Inc., 35 Pear! St., 
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The world’s most modern cordage plant, where Columbian 
Rope is made, uses only controlled quality fibre which is water- 
proofed and lubricated by the exclusive Columbian process 
This is but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made. 


COLUMBIAN ROPE COMPANY, AUBURN, "The Cordage City” N. Y. 




















No. 472Y—6 Ft. Yellow 
No. 472W—6 Ft. White 





The UNIVERSAL Folding 
Rule is the perfect answer to 
the overwhelming demand 
for a medium-priced quality 
rule. This new rule is 
made with the patented 
EAGLE Strike-Plate Joints 
which are brass plated and 


No. 472M—6 Ft. Natural Maple Color rust-proof. Finest materials and workman- 

p are combined to make this the rule 
that skillcd mechanics demand. Investigate 
Also in F Style or with Brass Hook this new EAGLE Rule Leader! 


If your jobber cannot supply you, write us direct. 


Send for Catalog TODAY! 


EAGLE RULE MFG. 


514 Hunts 


Standard every- 
where because made 
of plenty of new live rub- 


ber that stays alive. Doesn’t 
out. Extra adhesive. 4 sizes 
—Al, $2, $4 and #8. In dis- 


play containers, as shown. 


BULLDOG 
Friction 


Point Avenue 


CORP. 
New York NY 
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BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mas:< 
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You Can KNOW Your | + sunnoens 
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BUILDERS’ HARDWARE | scan ubeovest 


Complete from A to IZZARD 












Combne om OE 


“ 


A. H. BROWNELL'S HARDWARE AGE SERIES | 
COMPLETE IN ONE VOLUME... A BIG $F cg cpanaowitt 
$3.00°'S WORTH FOR YOU AND YOUR MEN. 














There are about 10 ways a hardware man 
can use HARDWARE AGE’S Builders 
BELONGS Hardware Text Book . . . You can keep it 





READ THIS LIST OF CONTENTS 









in Your FILES in your reference files for immediate, au- hol enue + 
thoritative information ... you can take INTERMEDIATE COURSE 
it home at nights and study its Elemen- ADVANCED COURSE 
tary, Intermediate or Advanced Courses WORKING BLUE PRINT 
. .. OF you can give it to that smart, 9 COMPARATIVE CHARTS AND TABLES 
young clerk you are training to handle oman cya TERMS 
Builders’ Hardware to study at home. 60 CHAPTERS 






to name three ways to use it. 
Here are some of the chapters 


























A lot of so-called Text Books say they are Model Stock 
complete, but when you get them you find Butts and Hinges 
important information missing. Here is a tects sin 
Text Book which is complete. It’s written ROW Ew aS 
Getting Builders’ 
by a man who knows his subject backwards, Scheduling, po gene y Ba 
forwards and sideways, selling and buying Hardware Finishes (Comparative Chart) 
Builders’ Hardware, who has the ability to SS a ) - 
tell what to do and what not to do in an in- soraitee Chact Seeaperuner Enges Glen 
teresting way ... The comparative Charts on Mortise Bit Key Locks and Latches (Comparo- 
Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim Pa w s 
for Mortise Locks; Surface Door Closers and many others are worth the song a Locks ond Latches (Compare- 
price alone. se Se Teas Locks (Comparative Chart) 
When the news got around that we were putting Hardware Age’s “Tak- Raech of Design 
ing the Mystery out of Builders’ Hardware” articles in one fat volume . . . Window Hardware (Comparative Chart) 
orders began coming in steadily for this complete we Ong ony ieeeperetion Chast 
study. we — or Closers and Thresholds 
" omparative 
You need at least one copy of this Text Book, A. H. BROWNELL. Beer Malden ead Stop a 
maybe more. Use the coupon below and have a Author Lavatory Hardware (Comparative Chart) 
Office Building and Apartment Hardware (Sug- 







copy where it will do you the most good and make 
you the most money, in your store. It’s attractively 





gested Lists of Locks) 
School House Hardware (Suggested Lists of 




































printed, well illustrated to show to customers, and Locks) 
sturdily bound to last for years of heavy usage. Hotel Hardware (Suggested Lists of Locks) Paint 
Your copy is waiting. Hospital Hardware (Suggested Lists of Locks) 
P oe a 
a 
ALL THE REALLY IMPORTANT oer rae whe 
THINGS and MORE, in this VOLUME. —the 
ind 














a 
HARDWARE AGE 
239 West 39th Street, New York, N. Y. 
Gentlemen: Send me ..... . Copy (ies) of the BUILDERS’ HARDWARE 


| 

| 1 Attached is my remittance. 
| TEXT BOOK at $3 per copy. () Send me invoice with book. 
| 
| 
| 













J. HAROLD DUMBELL, 
Exec. Sec., National Contract 
: Hardware Assoc., says: 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 
book to have.” 






NAME Weed oxenaihe HVS CUREAD AIW AEE Hs haa sales ain 
FIRM NAME Ee PET IT SOS Fe eee Pe Pe Se 
ADDRESS .. aes Ce et eer nee ree ren” 


| CITY CE Te LT ee CET TT et ee 
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GUARANTEED 100% 
OUTSIDE WHITE: 


FOR BETTER PAINT JOBS FOR BETTER BUSINESS 


Painters and Home Owners every- Paint Dealers are stocking Vita-Var because 


where demand Vita-Var Paints... — it assures them more sales—more profits 





—the standard of quality in the paint —and enables them to meet competition 


industry for 52 years! with highest quality products. 


LET VITA-VAR HELP MAKE 1940 YOUR BANNER YEAR! 


peg V/TA-VAR CORPORATION Fe 


PAINT ENGINEERS SINCE 1888 » NEWARK » NEW JERSEY + U.S.A. ane 
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DIAMOND EDGE 1S _A QUALITY PLEDGE 


Shapleigh National Series No. 2279 
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